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INDIANA STAR LEAGUE 
Indiana's Greatest Newspaper Trio 


30% of the occupied homes of Indiana are reached each morning by 
The Star League Newspapers 

Guaranteed Actual Paid Circulation in excess of 150,000 Daily. 

You Can Write it in the Contract. 











The Indianapolis Star has a larger circulation than 
all other Indianapolis daily newspapers combined. 
We guarantee the actual paid circulation of the Indianapolis Star 
to be in excess of 100,000 daily. 
You Can Write it in the Contract. 







The Muncie Star has the largest circulation of any morning 
newspaper in Indiana except the Indianapolis Star. 
We guarantee the actual paid circulation of the Muncie Star 
to be in excess of 28,000 daiiy. 
You Can Write it in the Contract. 









The Terre Haute Star has more than double the circulation 
of its only competitor. 
We guarantee the actual paid circulation of the Terre Haute 
Star to be in excess of 22,000 daily. 
You Can Write it in the Contract. 


THE STAR LEAGUE 


General Offices: . ° Star Building, Indianapolis, Indiana 


Cc. J. BILLSON, Manager Foreign Advertising 
Tribune Building, New York Boyce Building, Chicago 
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Advertising Agencies. 


mney Ehtehend, two lines or more 
Wy, # Ocentsaline. Must be 
in one weer $0 advance. 


ALABAMA, 


Apvantisine CO., Mobile, Alabama, 
ting and Outdoor Advertising. 


Ahh 
CALIFORNIA. 


OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San San Francisco, Cal. 


URTIS-NEWHALL 00, La CO., Los a. 
nia. 1893. Place advertising. an 


outdoor. Etfective ate. eg -—~ B-- plane. Depern. 
FIC COAST ADVERTISING, 25c. copy; $2 year. 


Bama 4 AND hwo 2 107 New baa mn 
ery St., San Francisco— mcy west 
of Chicago; occupy 10 i) 84. ft.; employ 60 people; 
manage all or any part o ising cam. 
peign; can save Siedrdowe’ ‘money hen pe 
diciously for newspavers, billboards, wall 

street cars,distributing,etc. Can place goods wit D 
wholesaiers and retailers. Knowing Cceast condi- 
tions, we can place your advertis’g without waste. 
Write for booklets. 


CONNECTICUT. 


£. WHITTELSKY, New Haven, Conn., 
e cialty of mail-order advertising. Est. 


han 


"1006. 


DISTRICT OF COLUMBIA. 


4 bg my Want Ad in 15 pet dailies. 
8: r listsand prices. L. P. DARRELL 
ADVERTISING AGENCY, Star Bldg.,Was., D.C. 


KENTUCKY. 
M. CALDWELL Adv. Ag’ ‘cy Louisville, plans, 
e prepares, places adv’ng; newpapers, mags. 


MICHIGAN, 

Tam awry CO., LTD., 719-731 Michi- 

Trust Building, Grand Rapids, ae 

Macnaine and newspaper advertisin e 
equipment and art department. 
MISSOURI. 

W. KASTOR & SONS ADVERTISING COM- 

e PANY, Laclede Building, St. Louis, Mo. 


NEW JER nae Y. 
AIL order advertising a specialty 
4 STANLEY DAY AGENCY, Nowmasket, 
NEW YORE. 


Ores AGENCY, 220 Broadway, N. Y. 
Medica! journal advertising exclusively. 


THE 
N.J. 


LBERT iT FRANK & 0O., %5 Broad Street N.Y. 
Establish 


ed 
1872. Cmicago. — ion, Philadelphia, Advertis- 
ing of all kinds placed in every part of the world. 
G's. bP ROWELL & CO., 10 Borese 8t., New 
York, have representatives in per- 


son upon — up 
State by State. and offer E — the un- 
usual facilities of tt this service. Schemes for in- 
troducing and selling goods. 


conse aMER IOAN ADVERTISING COM- 
N lliam Street, New York. the 





Foreign Trading Co.. which handles American 
goods abroad and foreign goods in the home 
market. Communications from manufacturers 
desiring larger output requested. 
F your article has merit, good advertising 
will increase its sale. It will cost you noth- 
ing to allow us to study your case and submit a 
proposition for your consideration. HICKS’ 
ADVERTISING AGENCY (established since 1869), 
182 Nassau St., New York City. 


OHIO. 
Chas © E, RUNEY, Runey Bldg. 
nati, O. Newspaper, Magazine, 
Advertising. Printing, Designs, Writings. 
PENNSYLVANIA, 
[HE H. 1. IRELAND ADVERTISING AGENCY, 
, (Established 1890), 
925 Chestnut Street, Philadelphia. 
FOLEY & poaseances 
‘ one rtisin, ents, 
Commonwea in Biaw. +» Phila. 
“Less Black and White, and more Gray Matter.” 
RHODE ISLAND. 
O. F. OSTBY, AGENCY, ee ae. 
catchy “ad ideas,” magazine, 


paper adv. 


Cincin- 
Suva t-door 


TENNESSEE. 


REENWOOD ADVERTISING CO, (Incorpo- 
rated)—Main Offices. Knoxville, Tennessee. 
Out-door advertising contracted for throughout 
the South. Bulletin Paintin Wall ne 
Cut Outs, ete. Distributing, Sign Tacking and 
Curtain Painting. 


CANADA, 
Fe $4.50 we insert 25 words, classified, once in 
best 18 dailies of 15 largest Canadian cities ; 
3 insertions, $12. nd cash with order, 
DESBAKATS ADV. AGENCY Ltd. Montreal. 














WORTH NOTING: 


A MANY-SIDED SERVICE. 


Business Houses that have used the “Ethridge 


Mail Drummer System” have testified that it made 
more customers and sold more goods than travel- 
ing men, magazine or newspaper advertising, or any 
other method, in ratio to each dollar of cost. 


When properly posted we prepare all the matter and relieve you of every 
detail, without any extra charge—even the making of lists, furnishing of 


record cards, care of correspondence, if you wish; 


so to conduct a cam- 


paign up to receiving actual orders requires only a fraction of an ordinary 


clerk’s time. 


In other words this recently perfected service as 
‘we contribute it, practically makes the most cele- 
brated organization in its line, a part of your office 


equipmen t. 


Send for the booklet “ Do More and Make More.” 


THE GEORGE ETHRIDGE COMPANY, 33 Union Square, New York. 
(Bee other ad page 41.) 





Tees MTree. 
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A GIGANTIC BUSINESS 
BUILT ON A CATA- 
LOGUE. 


There are, broadly speaking, 
two kinds of advertising success. 
A reporter of advertising success, 
dealing with one per day and each 
day a different one, soon learns to 
recognize them at sight. They are 
the little and the big. 

The little advertising success is 
usually surprising in its original- 
ity, ingenious in its ramifications, 
clever, complex and the best ma- 
terial possible for an article. It 
came into existence yesterday, and 
and the man who made it is the 
proprietor of an office with a dozen 
green stenographers and an outfit 
of shiny new filing cabinets. To 
write his story is more or less easy. 
There is so much material that you 
simply select the one fact in every 
ten that can be crowded into the 


aper. 

The big advertising success is al- 
ways simple, and seldom new. It 
began from ten to fifty years ago. 
Its floor space is figured in acres, 
and its annual turn-over in mill- 
ions, and when you find the ad- 
vertising manager on the fifteenth 
floor he has so little to tell that 
his story is the hardest possible to 
write. The advertising is a pro- 
jection of the business—not the 
force that brought the latter into 
existence. It runs on big, broad 
lines, and is so far from being 
complex or clever that anybody 
might manage it, apparently. A 
description of methods and prin- 
ciples is usually about as interest- 
ing as a half hour with a best 
author. 

These are the two kinds of ad- 
vertising success, and the strange 
thing about them is that both ap- 
pear to be sound and right. 

The success of Butler Brothers’ 
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great wholesale supply house, Chi- 
cago, New York and St. Louis, has 
been so wonderful that it looks to 
be altogether a merchandising suc- 
cess. The house has a huge estab- 
lishment in Chicago, with sixteen 
acres of floor space. It is said to 
be the largest wholesale establish- 
ment in the world. The second 
largest is now being built in Jer- 
sey City on the same plan, and 
about the beginning of next year 
will house the New York stock of 
Butler Brothers. A third complete 
stock in another huge building is 
in St: Louis, This business has 
grown out of a stock valued at less 
than $500, housed in a little back 
room, 16x20, in Boston in 1877. 
It has been built up wholly by ad- 
vertising, for Butler Brothers have 
never employed a traveling sales- 
man, and when, during quiet sea- 
sons, house salesmen are sent on 
the road to get acquainted with 
customers, they are forbidden to 
take an order. 

Butler Brothers’ advertising 
methods are so simple that they 
began in and have grown up 
around a single medium—the firm’s 
monthly catalogue. The three 
brothers who founded the house 
were young traveling men, but 
when their first stock was put in 
place they had to take care of it 
themselves, and there was no 
money to pay drummers. So a 
postal card was sent out, telling 
what they had to sell. It brought 
a little business, and was followed 
by a series of circulars—just cheap 
circulars, with no illustrations, but 
sent regularly, These grew into a 
folder, and the folder into a book- 
let. Then a cover was added, and 
the thing became a monthly cata- 
logue with a good name—“Our 
Drummer.” To-day this catalogue 
has a yearly circulation of between 
1,500,000 and 1,800,000 copies. It 
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goes regularly to 100,000 novelty 
and general stores every month, 
and is so distributed that it reaches 
every dealer on a mailing list of 
250,000 several times a year. 

What is this catalogue’s power 
of attraction? 

It has two—prices and informa- 
tion. 

The price attraction is wonder- 
fully strong. Butler Brothers com- 
pete with hundreds of wholesale 
houses selling through thousands 
of traveling alesmen who visit 
their customers several times a 
month. To sell any kind of staple 
through drummers—sugar, - salt, 
barbed wire or tenpenny nails— 
costs at least five per cent. To 
sell novelties—candies, chinaware, 
lace handkerchiefs and rat traps— 
costs eight to ten per cent. or 
more. Butler Brothers sell through 
their monthly catalogue for less 
than three per cent., and their cus- 
tomers get the benefit of the sav- 
ing. When a live drummer for 
another house is brought into di- 
rect competition with the’ cata- 


logue he usually beats it and makes 


a sale. The general retailer or 
novelty dealer produces “Our 
Drummer” and shows the Butler 
price. There are many qualities of 
merchandise in every line, and 
tricks in all trades. The flesh-and- 
blood salesman meets that price, 
every time, and gets the business 
—that time. But he only comes 
once a month at most. The cata- 
logue is there all the time, night 
and day, even when the rival 
house delivers equal value for less 
money. And when the dealer 
learns a drummer’s trick with a 
hole in it the catalogue points a 
moral. But its chief strength, so 
far as prices are concerned, lies 
in the fact that it quotes low 
prices, net prices, just the price 
that everybody must pay, and that 
it is always on the spot. 

“Our Drummer” has another 
source of strength, however, and 
one assailable by no_ traveling 
salesman—its information. This 
seems to be the real inner secret 
of its success, 

Butler Brothers’ customers are 
divided into two great classes— 
first, novelty dealers, and second, 
general stores. During the first 


year the house handled small 
wares—such as __ handkerchiefs, 
towels, suspenders, etc. In 1878 
it introduced the plan of selling 
a wide range of goods on five and 
ten cent counters, thereby laying 
the foundation of a trade that, in 
twenty-seven years, has grown to 
proportions almost past belief. In 
the United States to-day are hun--: 
dreds of five and ten cent stores. 
and thousands of bargain counters. 
Among them the firm has built up 
a tremendous business. Another 
great field is that of the general 
store. The country “general store” 
is typically an American institu- 
tion—founded by the backwoods 
merchant who had to sell every- 
thing. Lincoln, Grant and many 
of our strong men in the past spent 
part of their lives in a_ general 
store, and many living captains of 
industry began their careers behind 
a cross-roads counter. There are 
150,000 of these country stores in 
the United States to-day, and each 
does an average annual trade of 
$10,000, or $1,500,000,000 alto- 
gether. 

Now, singularly enough, Butler 
Brothers’ monthly catalogue is the 
only advertising medium _ that 
reaches this immense clientele of 
retail merchants regularly and ef- 
fectively. With all the trade jour- 
nals, touching hundreds of lines, 
there has never been one for the 
general merchant or the novelty 
dealer. The strength of “Our 
Drummer” lies in the attention 
given in its pages to selling plans 
for these retailers. In a_practi- 
cal, hard-headed way it teaches 
them how to buy stock, sell goods, 
promote trade and make money. 
This is an attraction stronger than 
price. 

“What the novelty dealer and 
general merchant want is practical 
plans for special sales and methods 
of getting trade,” says F. S. Cun- 
ningham, advertising manager for 
Butler Brothers, “In general ad- 
vertising, trade journal advertis- 
ing, wholesale advertising and 
other fields of publicity and busi- 
ness it is possible to work along 
lines that are somewhat broad, and 
which leave a margin for errors of 
judgment. There isn’t a bit of 
margin in our customers’ business 

(Continued on page 6.) 
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Little Lessons in Publicity.—Lesson 44, 


& 


Sowing Time 


Comes ’way ahead of reaping time. 


It wouldn’t do to wait until you wanted bread 


to grow the wheat—would it ? 

Same way about business. 

Don’t wait till selling season to advertise 
what you have to sell—DO IT NOW! 
when you have plenty of time to DO IT 
WELL! 


The Washington Star 
The Baltimore News 

) The Indianapolis News 
wrol- | The Montreal Star 

Makers | The Minneapolis Journal 








ri. LEE STARKE, 
Totes Dulane Manager General Advertising, —— 
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—not ten dollars to risk on specu- 
lative advertising. It’s all hard, 
applied merchandising, and the 
only plan that is of any use is one 
that some man in the same line 
of business has devised, usually. 
I have been a reader and admirer 
of Printer’s Ink for a good many 
years, but I frankly believe we give 
twenty times as much attention in 
our catalogue to the problems of 
retailers as the Little Schoolmas- 
ter does. I don’t know of any ad- 
vertising journal that . ould be of 
service to them. Our catalogue is 
a book of ways and means. First 
of all, it advises how to buy. For 
many years Butler Brothers’ have 
steadily advocated small stocks, 
with a wide range of live goods, 
turned over quickly and as many 
times a year as possible. Mer- 
chants have been taught to stud, 
the needs of their people, think 
good times and talk good times, 
advertise judiciously, avoid foolish 
price wars and make every dollar 
of capital and foot of floor space 
preduce to the maximum. We 
have embodied these principles in 


a phrase, ‘The Butler Vay,’ which 
has come to stand for a certain 
spirit of merchandising. Every is- 


sue of ‘Our Drummer’ contains 
sections printed on colored paper. 
One of these, the yellow pages, 
lists seasonable articles at close 
prices to be put forward as feat- 
ures, in the form of special sales. 
We have been talking special sales 
for twenty-seven years, and ‘The 
Butler Way’ is based on them. The 
covers of our catalogue are al- 
most wholly given up to general 
talks on enterprising methods in 
the abstract, and a colored section 
in the back of the book deals with 
selling plans in the concrete. This 
is really a store journal in itself. 
There are sales plans and adver- 
tising plans ready to use—dozens 
of them, and chiefly those sent to 
us by our customers. There is a 
page on which are printed prob- 
lems submitted by merchants. 
Questions of location, competition, 
rent and expenses, the advisability 
of moving elsewhere and other 
problems are printed in the form 
of communications from readers, 
and other dealers who may have 
solved just such puzzlers freely 


write advice, which is also printed. 
Another page in this section gives 
inspiring little stories of success. 
Readers, also, submit schedules of 
stock that they have found practi- 
cal, and the department, altogether, 
is so sound in its principles that it 
touches the bread and butter of 
every reader. Its information can 
be had in no other publication. 

“We advertise to a large extent 
by means of special booklets and 
folders, but these are all based on 
our catalogue promotion depart- 
ment. Twice a year or oftener the 
selling plans published therein are 
collected in a booklet for general 
distribution, while the various sub- 
jects are amplified with other book- 
lets. One of these is entitled ‘Suc- 
cess With Small Capital.’ In the 
past two years we have had re- 
quests for 40,000 copies of this 
brochure. It tells how to start a 
store and keep it going. Common 
sense principles of merchandising 
are first laid down. Then stock is 
considered, and schedules given 
for investing capital ranging from 
$400 up. Arrangement of store, lo- 
cation, rent, expenses, percentage 
of profit, the art of price-making, 
window display, advertising. 
watching demand, etc, are all 
treated from our long experience. 
Illustrations show store arrange- 
ment at a glance. ‘The Butler 
Way’ is another booklet of the 
same character. Folders treat 
smaller details. ‘Easy Business’ is 
one showing certain seasons of the 
year, as Christmas, when people 
don’t have to be urged to buy. ‘The 
Courage to Get a Profit’ cautions 
against cutting prices too far and 
indicates ways of taking profit off 
one line of goods to make it up on 
others. ‘The Nine Cent Sale’ out- 
lines a bargain attraction that has 
been very popular in every part of 
the country for many years, while 
other attractions are hosiery sales, 
muslin underwear sales, stock re- 
duction sales, etc. One pat little 
folder deals with ‘Summer Prob- 
lems.’ 

“Freight rates are often the 
bogey of the merchant who has 
not studied them carefully. Goods 
cost him more in Louisville or 
Kansas City, but he buys there be- 
cause he thinks the difference in 
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freight rates would make cheaper 
goods cost more from Chicago. 
The traveling man always makes 
this ten times worse than it is. 
Freights are one of his strong 
cards. Our little booklet, ‘The 
Truth About Freight Rates,’ puts 
the whole thing into a few simple 
figures, and has shown many a 
reader that Butler Brothers, with 
three points to ship from, can sell 
so low that the merchant in West- 
ern Minnesota can order from us 
and save after paying the differ- 
ence in freight between Chicago 
and Minneapolis. 

“In the past few years we have 
taken a decided stand in helping 
our customers fight the catalogue 
houses that sell at retail. The 
statement that the local retailer 
can sell as low as these houses is 
entirely true. Any active mer- 
chant in a town of 500 people can 
stop the growth of the catalogue 
house, in the first place, and then 
shut them out of his territory and 
keep them out. Below 500 popula- 
tion it is difficult. We advise cus- 
tomers to first ascertain who buys 
from the catalogue houses in his 
territory, and what they buy. This, 
usually, shows him gaps in_ his 
stock which must be repaired. 
Then let him meet the big house’s 
prices, keeping their catalogues in 
his store to prove that he is selling 
as cheaply as they. He is the man 
on the spot. His goods can be 
seen, and he has every advantage. 
The mail order houses were a 
necessity in sparsely settled dis- 
tricts, and are to-day. But as the 
West fills up their trade will cease 
to grow, I think. The local mer- 
chant has the best of it to-day, 
and conditions are continually get- 
ting better for him, whereas they 
are growing less favorable for the 
mail order firms. It is often as- 
serted that most of the trade that 
goes out of a small town is sent 
to Chicago mail order houses, but 
as a matter of fact. most of it 
goes to the nearest large town on 
the trolley cars. By combination 
the local merchants can fight these 
houses on every line of goods. We 
have shown them how to get right 
on prices and carry on the cam- 
paign. Do not confuse Butler 
Brothers with the retail catalogue 
houses. We are strictly a whole 


sale house, selling to merchants 
only. No sales are ever made to 
hotels, public institutions or other 
buyers for consumption only, and 
I believe there are few wholesale 
kouses in this country that can 
truthfully make this statement. 
There is not a variety store—that 
is, a five and ten cent store—in 
the country but what buys the 
greatest part of its stock from us. 
Our regular customers number 
above 100,000, and the magnitude 
of our trade can be realized by 
taking some such item as twenty- 
five-cent cotton underwear. If 
each customer buys but one dozen 
a year it means an aggregate of 
$225,000. “Our Drummer” is the 
corner-stone of this tremendous 
trade, and its educational value is 
more potent than its low prices. 
Thousands of young men begin 
business in a small way every year 
in little towns, and our catalogue, 
together with supplementary liter- 
ature, teaches them how to do 
business on right principles. It is 
strange that this great clientele has 
never been catered to by a trade 
journal. I have pointed out the 


field time and again to publishers, 
for we would like to have others in 


the field. It would help us. The 
journals dealing with the dry 
goods, grocery and other retail 
lines seem to go over the heads 
of the general and novelty deal- 
ers, and they are also rather too 
costly. A medium of wide circu- 
lation in this field would be valu- 
able to us, for we could then tell 
our story outside our catalogue. 
“While I think we cover this 
field better than any advertising 
journal, I don’t want to be thought 
inappreciative of Printers’ INK. 
At one time I considered it neces- 
sary to read all the advertising 
journals. Now I have time for 
only one. That is Printers’ INK. 
In my opinion it fertilizes all the 
others.” Jas. H. Cottins. 
_ 


Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN. NEB. 


Prints nothing but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 
German settlements everywhere. 
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DEPARTMENT FOR MANUFACTURERS 
AND WHOLESALERS. 
By Edmund Bartlett, 150 Nassau St., New York. 





Two salesmen for rival houses 
met out on the road. 

Said one to ’tother, “What town 
are you coming from?” And the 
reply was, “Mobile.” 

“Well,” was the rejoinder “I 
guess you didn’t get much out of 
there this trip. I covered the 
whole ground two weeks ago and 
scooped about everything in sight. 
Come now as a matter of mutual 
interest, how many orders did you 
really get 2” 

“Oh, eight or nine—big ones, 
too.” “The deuce you say,” was 
the reply, “I got exactly seven and 
was on the ground first. If you 
really sold the goods” 

“Well,” said the other man, with 
just a touch’ of asperity in his 
voice, “it may not be good business 
to do it, but so long as this is a 
question of veracity and I’ve load- 
ed ’em up for the present, I’ll just 
show you my signed orders to 
prove it” —which he did. 

The first man being, figuratively 
speaking, “up a tree” could only 
reply “I could have sworn that 
there wasn’t six dollars worth of 
goods to be sold in that town for 
a month to come. Can’t account 
tor it at all.” 

‘I can,” replied drummer num- 
ber two. 

“How?” 

“Well, you see unusual condi- 
tions brought about a phenomenal 
demand tor the goods. You had 
*em stocked up all right when you 
left, but the turn came ten days 
afterward and they wanted more 
goods—and they wanted them 
quick! Most of these buyers were 
regular customers of yours and 
would have sent their orders by 
mail or telegraph, but I happened 
to come along about that time and 
captured a large part of them my- 
self. In other words I’ve so!d 
what you expected to sell next trip. 
Don’t feel too bad about it; it 
wasn’t so much a question of bet- 
ter salesmanship as of luck in being 


on the spot at the right moment 
and of hustling around and turn- 
ing things my way. If the dates 
of our visits had been reversed, 
the result would have been about 
the same. I would have _ sold 
about what you sold, and you 
would have’ sold about what I 
sold.” 

This set salesman number two 
thinking: “Here I am shut out of 
a lot of good trade for next trip 
because a competitor was lucky 
enough to get there right at the 
time people wanted goods badly. 
Big advantage, this thing of being 
on tue spot at just the right time. 
I wish there were some influence 
besides my own personal visits to 
secure a larger percentage of 
orders that go to competitors 
merely because I don’t happen to 
be around.” 

He related the incident to the 
head of the house when he re- 
turned home. 

“Yes,” said that individual, “it 
is rather tough to be beaten out by 
a competitor, but he was foolish to 
boast about his achievement, be- 
cause it materially hastens the exe- 
cution of a plan I’ve long been 
thinking about adopting. You men 
cover your territory once in four 
or six weeks. You get the orders 
of people who want goods at the 
time of your visit—or perhaps pro- 
mises for next trip. If they want 
goods during the interval, the 
orders come by mail, or else some 
competitor’s salesman gets them if 
he happens along about that time. 

“I guess the best thing to help 
you boys out is a systematic cam- 
paign of mail drumming. _ I’ve 
about decided to cover the whole 
territory reached by our eleven 
traveling men, and I’m going into 
several sections you’re not reach- 
ing at all. No, not a single one of 
you is going to lose his job; you 
are going to get credit for all 
orders that come from. the trade 
you regularly work, whether you 
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bring in the orders or whether they 
come by mail. 

“T wish to fix it so that when an 
order is to be given out and none 
of our salesmen happen to be on 
the ground, it will stand a good 
show of coming to us even if a 
competitor’s salesman is right on 
the spot. Of course, that man will 
stand a good chance of making 
the sale, but I don’t want that 
chance to be any easier than neces- 
sary—I want to make it just as 
hard for the other fellow to get 
the order as possible. 

“When a case similar to the Mo- 
bile incident you’ve just related 
comes up, I don’t want to be on 
the wrong side of the fence. If we 
had been conducting a mail cam- 
paign on those buyers, reaching 
them every two or three weeks 
with good live stuff, it is certain 
that most of the orders which went 
to our competitor would have come 
to us. In other words, we would 


have anticipated our competitor 

just as he has anticipated us. 
The plan was forthwith put into 

operation and with such excellent 


results that it is now a regular 
feature of this business. It brings 
in a certain amount of direct mail 
business; and so thoroughly does it 
expedite the work of the salesmen, 
that the head of the house always 
uses strong language if he finds, 
through some mischance that the 
list is not covered at least every 
three weeks. 
* * * 


Another man (a large manu- 
facturer) has, within the course of 
a few years, raised himself into the 
position of the biggest man in the 
trade by substantially the same 
methods; namely, good live mod- 
ern advertising combined with 
the best of salesmanship. He has 
perfected a system of mail work 
that brings in direct orders from 
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sections which it would be out of 
the question to cover by traveling 
men, both on account of the wide- 
ly scattered nature of this branch 
of the trade and the shortness of 
the season. He fires out his liter- 
ature well in advance of the season 
and keeps it going just as long as 
orders are to be had for that 
seasoit. 

In strongly competitive sections 
the goods and the house have be- 
come so widely known during 
these few years, that the salesmen 
are called upon to do little or no 
missionary work except, perhaps, 
with some newcomers into the 
trade. Even then very little of 
such effort is necessary, because 
these people are put on the list 
as soon as they appear and per- 
sistently educated by mail before 
the salesmen get around to them. 

The article in question, let me 
say, is one on which competition 
is “fierce”—and yet, by systematic 
advertising, this manufacturer has 
not only built up a big direct mail 
business and vastly facilitated the 
work of his salesmen, but he also 
does a larger volume of business 
on a smaller percentage of selling 
expense than do competitors who 
employ other methods. 

He doesn’t waste time complain- 
ing about the “cut up” condition of 
the trade. He doesn’t worry espe- 
cially about the doings of his 
wicked competitors. And in this 
connection it is. interesting to know 
that he attributes much of his suc- 
cess to attacks made on him in 
print by a competitor some years 
ago. 

The competitor at that time was 
the biggest man in the trade. The 
man we are talking about was one 
of the smallest. He was the most 
aggressive, however, and in his ef- 
forts to market his prodict, he 
finally distanced the competitor. 
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WEEKLY AD CONTEST. 
TWENTIETH WEEK. 


In response to the weekly. ad con- 
test sixty-four advertisements 
were received in time for report in 
this issue of Printers’ INK. The 
one here reproduced was deemed 
best of all submitted. It was sent 
in by C. L. Sturgis, 1624 Broad- 
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reproduced in Printers’ INK, if 
possible, and the name of the send- 
er, together with the name and 
date of the paper in which it had 
insertion, will also be stated. A 
coupon good for a year’s subscrip- 
tion to Printers’ INK will be sent 
to the person who sends the best 
ad each week. Advertisements 


coming within the sense of this 
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Which 
Will You Have? 


As every one knows, ’tub butter is of uncertain 


quality. 


Much print butter comes first in the 


tub. Where it is made—how many hands it has 
passed through since leaving the dairy, is some- 


thing the buyer don’t, know. 


With Meadow 


Gold Butter all doubt is ended. Made in the 
cleanest creameries on earth, then packed pure 
and sweet, as it comes from the churn, into the 

airtight package,,.which effectually protects 
from odor and dirt, it reaches your table clean 


and dainty—always the same. 


The name 


and package guarantees the quality. 
Ask your dealer for Meadow Gold. 


MEADOW GOLD CREAMERY COMPANY, 
-Charles A. Sweet Provision Company, 





way, Mattoon, IIl., and it appeared 
in the St. Louis Globe-Democrat 
for June 6, 1904. A coupon was 
mailed to Mr. Sturgis as provid- 
ed in the conditions which gov- 
ern this contest, viz.: Any read- 
er.may send in an ad which 
he or she notices in any peri- 
odical for- entry. Reasonable care 
should be exercised to send what 
seem to be good advertisements. 
Each -week one ad will be chosen 
which is thought to be superior to 
every other submitted in the same 
week. The ad so selected will be 


contest should preferably be an- 
nouncements of some retail busi- 
ness. The sender must give his 
own name and date of the paper 
in which the ad had insertion. 


PUBLISHERS—Take Note 


Many Le publication whose present head- 
ing gives it an of 
could bet so improved in general ap) 
stic and appropriate 
tend to convince penne that 

it one of the best and most ressive 

class and locality. 8 reteh sub- 
mitted on approval. 


W. MOSELEY, ELGIN, ILL 
SPECIALIST IN HEADINGS. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 33°UNION SQUARE,N.Y. . 
READERS OF PRINTERS’ INK WILL RECEIVE, FREE OF CHARGES 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 





This Neostyle advertisement cer- style” tells the whole story, and is 
tainly has one good feature for the an excellent and compelling head- 
reason that it gives an excellent OLD METHOD 





NEW 
METHOD 
THE 
ROTARY 
_ NEOSTYLE 


i“ 24)) ONE copy 
” “ae, EVERY SECOND 


Ba taaiats - - — 
‘ 4 


Print it 


Rotary 
Neostyle 


If you want to tell a few or many 
people the same thing. 

The original is written just like a 
letter on special wax paper. This 
stencil goes into the machine which 
turns out 60 copies per minute. by 
hand or 100 a minute with an 
electric motor. 

If interested please write for our 
catalogue—-sent free on request. 


Neostyle Co. 


81 Reade St... New York 





218 Clark St. 291 Franklin St 
CHICAGO. BOSTON. 


Noll 


piece of advice in plain, clear type. _ No.2 
“Print it on the Rotary Neo- line. The things this advertise- 














ment says afe all right, but not 
much that is favorable can be said 
of the illustration. 

In the original this advertise- 
ment occupied a space 254 inches 
wide by 8 inches in length, and, 
even in this liberal space, the illus- 
tration was very hard to make out. 

The two men at the top of the 
picture may be doing something, 
and may not, and the young lady 
directly beneath is evidently doing 
something, but it is hard to tell 
what. 

The fundamental idea was good, 
but the execution leaves much to 
be desired. 

A great many advertisers and a 
great many people who do work 
for advettisers seem to forget that 
there is a difference between a 
single column space and the side 
of a barn, and that the sort of 
picture that will work out well in 
one space will be a gloomy failure 
in another. 

In making illustrations both the 
composition and the character of 
the work must be adapted to fit 
the requirements of the space to be 
employed and the character of 
printing which may be expected. 

In the illustration marked No. 2 
the same idea is carried out in a 
way which is adapted to the space, 
and the purposes of the advertise- 
ment. 

Of course, in an ad of this size 
and shape not much can be done, 
and what is done must possess the 
elements of clearness and sim- 
plicity. 

ok * 

Attempts to monkey with the 
human form may be successful and 
may not. Nowadays advertisers 
take all sorts of liberties with our 
persons—on paper at least. 

The latest manifestation of this 
sort is the advertising of the Car- 
tilage Company, of Rochester, N. 
Y..—a_ get-tall-quick concern that 
is doing a good deal of advertising. 

Here is one of their advertise- 
ments, and it is a good example of 
the class of advertising the Cartil- 
age Company is doing. 

hether one would rather be a 
little sawed-off chap like the one at 
the left, or the weak minded and 
misshapen giant at the right is a 
toss up. Both are freaks, and 
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most people will agree that the talf 
freak is by far the more objection- 
able of the two. 

None of these advertisements 
that has yet made an appearance is 
calculated to make any sensible 
person want to grow tall by the 
Cartilage Company method. 

* * * 


Here is another example of the 
attempt to do it all at once. 

This Locomobile advertisement 
occupied a quarter page in a cur- 
rent magazine. You will note that 
at the top the heads and shoulders 
of two young women, which is 
enough illustration certainly for 











Taternal treatment, without 
@ injury to yourself, without 
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one advertisement—if not for two. 
Across the center of the ad is the 
picture of an automobile together 
with several miles of landscape, 
which was presumably very beauti- 
ful in the original photograph of 
it. In the lower third of this ad 
there is an attempt to tell the story 
in a crowded space. 

What the two young women 
have o do with it is not very clear, 
unless they are supposed to typify 
“Reliability” and “Simplicity,” the 
Locomobile virtues. No doubt, they 
are both perfectly reliable and 
thoroughly simple, but they have 
no business in a quarter page mav- 
azine ad which is also required to 
show a motor car of many horse 
power, three occupants and the 
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county in which this all takes 
place. 

There is about enough material 
in this quarter page to make a 





series of half dozen full-page ad- 
vertisements, 
* * * 

Here is another quarter page 
magazine ad running across the 
page and which is nothing partic- 
ularly remarkable, but at least 
sensible. 

The line drawing of the man 
casting his line certainly shows up 


Bitar DL PODS [= ses st 
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more effectively than the familiar 
half-tone of such scenes. : 

Most advertisers seem to think 
that a hunting or fishing scene 
must be from an actual photo- 
graph, or from a very carefully 
executed wash drawing. 

As a matter of fact, a line draw- 
is much better for ordinary maga- 
zine work. , 

This particular picture is not a 
miracle of artistic execution, but it 
is at least clear and printable. 

——_+>—— 


A very complete and attractive cata- 
logue of fireworks, in compact shape, 
comes from the C. H. Koster Co. 5 
Park Place, New York. 


Fourti: Talkie 


Ee] 





r 


Manu facturer s. 





When American manufactur- 
ing first assumed importance, 
business conditions were in a 
state of solution—all were upon 
about the same basis, and all 
were operating on about the 
same system. Soon certain lines 
found a new means of adding 
emphasis, and advertising com- 
menced. Since then business 
methods have been in the state 
of evolution. The source of 
the river of trade has been 
found in the consumer, and it 
flows straight from him through 
the dealer, the traveling man 
and the jobber to the factory. 
Formerly it was supposed that 
the current ran in the opposite 
direction. Many are still work- 
ing against the stream and 
making slow headway. Reverse 
your plan. Argue your case 
before the consumer ; convince 
him of the value of your prod- 
uct. Awaken his interest ; se- 
cure his demand. You will find 
the force of the current that 
flows from him compelling to 
the dealer and the jobber and 
profitable to you. This means 
permanent trade in ever-increas- 
ing volume and independence 
of business conditions for you. 


CALKINS & HOLDEN, 
St. James Building, - - New York 





We offer to the manufacturer 
what would practically become 
an advertising depa 
his busin 
service in the preparation of 
comprehensive plans, based uj 
on this method of salesmanship 

—the writing of copy, the making of designs, 
the purchasing, of space in publications, and in 
fact, all of the professional and mechanical de- 
tails of an advertising campaign. Our month 
publication, The CH ik, will keep you in touc 
with our solution of these problems. Mailed on 
request, 
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, GHE ERIE’S LONG-DISTANCE 
» o> 1+ ADVERTISING. 


D. M. Bowman, general West- 
etn passengér 2gert of the Erie 
Ralirpad at Chicago, believes his 
road’s facilities between. that city 
and New York should be adver- 
tised. This has been his belief for 
more than two years, and he made 
so much fuss about it that finally, 
after the usual hitches incident to 
railroad innovations, an appropria- 
tion was made last spring, and a 
campaign started in Chicago dailies 
June 1. This advertising is to run 
long enough for a thorough test, 
all ads. being directed to the one 
end of inducing eastward travel 
from Chicago to the metropolis. 

After the appropriation had been 
made, the question of copy came 
up, naturally. The question of 
railroad copy is always more or 
jess difficult. It is hard to say 
anything new about a railroad, and 
when the Erie’s proposition was 
reduced to first principles, the copy 
man found the road really had no 
marked advantages over the half 
dozen other lines running between 
the two cities. Fares are all on a 
par, by mutual agreement, each 
road has dining cars and other 
conveniences, time schedules are 
all based on the fares, and when 
the world was created all the gen- 
eral passenger agents must have 
been present, for the marvelous 
scenic interest so dear to the heart 
of the railroad advertising man 
has been pretty impartially par- 
celed out among the different 

routes. In one point the Erie is 
unique, however. It owns its right 
of way from end to end, and all 
Erie trains are handled on Erie 
tracks by Erie employes. Then, 
much of the travel between the two 
cities is made up of people who go 
back and forth several times a 
year. Variety is the spice of rail- 
road travel. With these distinct 
talking points and three through 
trains a day, the copy man went to 
work and produced a series of dis- 
play ads. that are now very con- 
spicuous in Chicago papers. Plen- 
ty of white space has been used, the 
ads. are large, the arguments are 
brief and forceful, and the Erie 
trademark and fist have been: used 
with peculiarly good effect, form- 


ing the eye-catcher to each am 
nouncement. The ads. have also 
been varied as to shape, for some 
are three columns wide, while oth- 
ers-are of the long, slender, single- 
column type. Printed every week- 
day, they are distributed so as to 
appear in each Chicago daily at 
least once a week. On Mondays 
one paper is used, on Tuesdays 
three, Wednesdays three, Thurs 
days two, Fridays three and Satur- 
days two. No mediums are used 
outside of Chicago, but an active 
auxiliary campaign of literature 
and personal letters is carried on 
among ticket. agents throughout 
the West arid Northwest. The 
ticket agent is the traveler’s coun- 
selor and friend, and passenger 
agents find him the main point of 
attack in territory away from the 
company’s own lines. Within a 
week after the advertising began, 
results were manifested in inquir- 
ies at the Erie’s Chicago ticket of- 
fices, and from present indications 
this publicity, new in its idea, will 
have a very beneficial effect on the 
Erie’s traffic between the two cit- 
ies, already of satisfactory though 
not spectacular proportions, 
—__+or—_—__—_ 


TRIPOLI, a sort of natural Sapolio dug 
out of the ground in various parts ot 
the world, is to be advertised under 
this name by the Tripoli Mfg. Co., Den- 
ver, provided the company sells _ its 
$1,000,000 worth of stock in one dollar 
shares. A booklet explains the proposi- 
tion in a hopeful way, and describes the 
mines in Nebraska. 


A THEATRICAL date book furnished 
members of the Thespian profession by 
the Billboard, Cincinnati, has _ spaces 
for daily notes, routes, accounts, etc., 
from June, 1904 to June, 1905. There 
is also an explanation of the _ Bill- 
board’s free mail service for “troup- 
ers,” and a fine set of miniature maps. 


————_+ o> ____ 
ADVERTISING PHRASE. 


FOLLOWING-UP, 
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ADVERTISING BABIES. 


For several years this unique ad. 
offering babies for adoption has, 
appeared in Wood's Railway Guide, 
a Detroit publication devoted to 
time tables, and circulating largely 
among travelers. When asked 
whether such advertising produced 
results for -his institution, and 
whether he could recommend it to 
other orphan asylums, Superintend- 
ent Barlow said: 

“Mr. Wood, the publisher of the 
Railway Guide, has carried our ad. 
without any further compensation 
than the satisfaction he gets out of 
helping us find homes for friead- 
less children. The results have 
been very good indeed. We re- 
ceive many inquiries. Sometimes, 
after information and application 
blanks have been sent, the inquir- 
ers drop the matter, but in a num- 
ber of cases we have placed shil- 
dren in good homes with people 
who were attracted by the adver- 
tising. I have lately taken steps 


Orphad and Friendiess 





Boys, and babtes, al) 


routvalag if nck satitoctary. We hove 
cee 
The Mickizan Clldren’s Home Sactety? 
Bt Joseph, Mick. 

; sn LemUNDTON OoRDUtte, Dratian, 
to place this ad. with country 
newspapers throughout Michigan. 
Several have accepted the electro- 
types, and give us free space. I 
do not know whether this sort of 
publicity would help other institu- 
tions, but should think it would, if 
conducted along interesting lines. 
We try to keep out of ruts in tell- 
ing our story, placing such matter 
before the people as will be read 
and remembered.” 

The Society publishes a little bi- 
monthly paper called the Michigan 
Children’s Home Finder, which is 
mailed to people likely to be inter- 
ested in its work. It contains pic- 
tures of children, articles about 
them, particulars of the society’s 
work, and appeals for clothing, be- 
quests, etc. The society is incor- 
porated, is eleven years old, and 
has a receiving home and hospital 
at St. Joseph, being prepared to 
permanently provide for 500 chil- 
dren. Orphans and foundlings are 
received from all parts of Michi- 
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gan and placed in carefully select- 
ed homes. The institution is free 
from sectarian, political and race 
bias. Much of the institution’s in- 
come is derived from patrons who 
agree to pay regular yearly con- 
tributions into its funds. The 
Home Finder serves the double 
purpose of finding places for the 
society’s charges and raising mon- 
ey. A page in each issue is de- 
voted to letters from children who 
have been placed in good homes, 
and from persons who have adopt- 
ed them, Advertising would hard- 
ly be needed at all if the society’s 
charges were all girls. The de- 
mand for girl babies is always 
good, and they are sought, and 
given homes. For some reason, 
though, boys are not in very brisk 
demand, and homes must be sought 
for them. ‘ 
——+or——_ 


A FOLDER from The. State, the only 
morning daily published at Columbia, 
S. C., calls attention to that paper’s 
classified columns. The claim is made 
that the paper covers all of South Caro- 
lina, and it is said that The State pays 
fifty per cent more postage on circulation 
than is paid by all second-class publi- 
cations in the city of Charleston, the 
home of its hearest competitor. 

en 





1903 A RECORD YEAR 


FOR THE 


Chicago Record-Herald 


Among Chicago morning news- 
papers the advertising published in 
1903 as compared with 1902 shows 
THe RECORD-HERALD gained 706 
columns 71 lines. The Tribune lost 
860 columns 212 lines. The Examiner 
and Sunday American lost 2,707 col- 
umns 99 lines. 

This, notwithstanding THE REC- 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REC- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903 : Sunday, 191,317; 
Daily, 154,218. 

The largest two-cent circulation In 


= United States, morning or even- 
g> 
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A...PHILADELPHIA. .THEA- 
TER’S SUMMER. SCHEME. 
By John H. Sinberg. 

To keep people of a big city in- 
terested in a theater during the 
stmmer months is no easy task, 
particularly in a city like Philadel- 
phia, with its Fairmount Park, 
Willow Grove, trolley rides and 
numerous other open air attrac- 
tions. Yet, Keith’s Chestnut 
Street Theater, (recently erected 
at a cost of $1,000,000) has been 
drawing “standing room” houses 
all summer. The reason for this 
is due (in addition to first-class 
performances) to liberal and novel 
advertising. It is no exaggeration 
to say that in the Quaker City 
Keith’s New Theater is by far the 
best advertised. When you get 
on a street car you cannot help 
reading a well-written jingle about 
the “Keith’s -House of Laughter.” 
When you cross the ferry to or 
from Camden, large signs tell you 
that “Keith’s New Theater is open 
all summer and is the coolest 
place in town.” When you are on 


the street, artistic posters about 
“Keith’s” attract your eye, and a 
new “Keith” automobile is spin- 
ning constantly along the prom- 
inent streets bearing neatly-colored 


announcements of “Keith’s” at- 
tractions. Also, many cigar stores 
and drug stores keep a stack of 
booklets on their counters, telling 
“all about Keith’s New Million 
Dollar Theater” and a nicely print- 
ed card above them asks everybody 
to take one. 

The credit for Keith’s Philadel- 
phia advertising belongs to Mr. H. 
A. Daniels, the advertising manag- 
er, who has had a long and varied 
experience in theatrical publicity, 
having advertised a big circus 
many years ago. He also knows 
the newspaper-end of the business 
thoroughly, being an old New 
York Herald reporter. Here is 
the latest scheme from his fertile 
brain: Red slips, each good for two 
front orchestra seats for any fer- 
formance, are placed in two-ounce 
bottles, tightly corked, and thrown 
overboard at the rate of one hun- 
dred a day, from yachts off Atlan- 
tic City, Cape May, Asbury Park 
and all seaside resorts, during the 
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summer season. The finder of 
the bottle upon signing his name 
and address on the red slip, is pre- 
sented with two seats at Keith’s 
Theater. This is a great novelty 
in theatrical publicity and_ has 
“caught on,” especially on the Jer- 
sey coast, many yachtsmen wager- 
ing with one another on their abil- 
ity to “fetch” Keith’s Theater bot- 
tles. And, as the primary object 
of the scheme is to keep the name 
of “Keith” fresh in the minds of 
people during the summer, it 
would appear that his aim is being 
accomplished. 


TWELVE THINGS ‘TO REMEMBER. 


1. The value of time. 2. The success 
of perseverance. 3. The pleasure of 
working. 4. The dignity of simplicity. 
5. The worth of character. 6. The pow- 
er of kindness. 7. The influence of ex- 
ample. 8. The obligation of duty. 9. 
The wisdom of economy. 10. The virtue 
of patience. 11. The improvement of 
talent. 12. The joy of originating.— 
Marshal] Field & Company, Chicago. 


a. a 
KNOCKING THE KNOCKERS, 
150 Nassau Street, 

New York, June 20, 1904. 
Editor of Printers’ INK: 

Upon reading the article in your issue 
of June 22nd from Curtis & Wray, of 
the Maryville, Mo., Tribune, maligning 
the general advertising agencies, I am 
reminded of the old adage, that people 
living in glass houses should not throw 
stones. 

Enclosed please find copy of contract 
made with me by these people, and which 
has never been rescinded. 

I also enclose copy of a statement 
which I have repeatedly sent to these 
people, with a request for settlement for 
commissions due me, which have been 
honestly earned, and to which they pay 
no attention whatsoever, or answer any 
of my letters, although these amounts 
have been paid to them by the several 
agencies. 

You can draw your own conclusions 
from these exhibits as to the sincerity 
of the article in question. 

I have made them an offer through 
Arthur Kappell, manager of the Eastern 
Department of the Publishers’ Commer- 
cial Union to allow the Union to collect 
the bills which they claim is owed them 
from the several agencies, and the 
Union deducting the amount which the 
Tribune’ have owed me for over a year 
for commissions earned as their repre- 
sentative in the East, and for which 
they have never made any accounting 
to me. 

Having been in the general advertising 
agency business for thirty years, I know 
that the list of the general agents as 
printed in your former issue was cor- 
rect, and it is simply ridicwous for an 
insignificant paper like the Tribune to 
malign and discredit such high class con- 
cerns. Yours very truly, 

F. M. KRUGLER. 
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A Roll of Honor 








No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements enter this caption are 


ing to the 194 issue o 
that edition of the Directory a d 


accepted from publishers who, 


accord- 
the American Newspaper op oage A have submitted for 





uly signed and dated. 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash 


(@ Announcements under this classification, if entitled as above, cost 20 ce 


nts pe 


line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly i in 


advance. Weekly, monthly or quarterly correctio 
ublisher sends a statement in detail, properly signed and 
period, in accordance with the rules of the American News- 


can be made, provided the 
dated, covering the addition 
paper Directory. 


ALABAMA. 
Anniston, Evening Star. Daily aver. for 1903, 
1,551. Republic, weekly aver. 1903, 2,216, 
Bicminghom. Ledger. dy. Average for 1903, 
16,670. E. Katz., ‘Special Agent, N. Y. 


ARIZONA. 
Bisbee, Review. daily. W. B. 
In 1902 no issue less than 1,250. 
tesue less than 1, 750. 
P beouts, & a ican. | Daily average 
6 8 T. Logan Special Agency, 


” AR Awe AS. 
Fort Smith, Times, daily. In 1902 no issue less 
than 1,000, Actual average for August, 
September, October, 1903, 8,109. 
Little Rock, Arkansas Methodist. Geo. Thorn- 
burgh, pub. Actual ul average 1903, 10,000, 


Little Reek Baptist Ady Advance, wy. Actual 
average 1903, 4, 4,550, Sour months 1904, 4,720. 


CALIFORNIA. 

Fresno, Morning Republican, daily. Aver, 1903, 
5,160, March, 6,250, EH. Katz, Sp. Ag., N.Y. 

Oakland, Signs of = Times. Actual weekly 
average for 1903, 82,8 

Redlands, Facts, aay 
1903, 1,456, No weekly 

San Die San _.Di Sun. Daily average 
Sor 1903, afst. W W. H. Porterfield, pub. 

San Franetseo, Call, d’y and 8’y. J. D. Spreck- 
els. Aver. for 1902, d'y 60,885, dy 4A. Pen (80). 
Av. 1903, daily 61,084; Sunday 82,015. 

San Jone, Evening Herald, daily. The Herald 
Co. Average for year end. At end. Aug., 1902, 8,597. 

San Jone, Morning Mercu Mercury, daily. Mercury 
Publishing “bo, Average for Tbe, 6 266. 

San fom, Pastte Tree and Vine, mo. 

hannai average, 1903, 6,185. 
three an No ne 8.166, 


COLORADO. 
gmenvar: Hy Post, dai Foss stig. a te 
nj Average 5 ° 
bas Ray 1904, 47,509. ‘Gain, 8,716. 


t# The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


CONNECTICUT. 
108s Rerey Tim hema, Fn Fak Sor 1903, 
Republican. 

pugrtteregMeries feeem, “4 hom 


New Haven, Evening Register, daily. Actual 
av. for 1903, 18, 571; Sunday, 11,292, 


Kelley, pub. 
In 1903 no 


pee. 


088. 


Daily average for 


Ww. G. 
First 





ons to date showing increase of circulation 


New Haven, Goldsmith and Silversmith, 
monthly. Actual average for 1903, 7,817. 


New Haven, Palladium, dail Average 
1903, 7,625. E. Katz, Special 7» As 6 atta 
New Haven, Union. Av. / e— 1903, 15,827, fret 3 
mos. 1904, 15,942. E. K ‘atz, Special Agent, N.Y. 
New London, Day, ev’g. Aver. on ak I 
June, 1904, 6,049. E. af td Spec. Ad. Agt., N. ¥. 
Norwich. Bulletin, morning. averogs for 1908, 
4,988; jirst three months 1904, &,178. 
Seymour, Record, weekly. W. C. Sharpe, Pub. 
Actual average 1903, 14169. 


Sacra Be eee 
DELAWARE. 


Wilmington, Every Eveni Avera: r- 
anteed cireulation for 1903, 10-484. celles 


Wilmington. Morning News, —_. News Pub- 
lishing Co., publishers. Av. for 1903, 9,988. 

DISTRICT OF COLUMBIA. 

Woshtangten. Ev. Star, daily. Ev. Star News- 
paper Co. Average for 1903, $4,088 (@ @). 


National fm weekly. Average for 1902, 
104,599. First six mos. 1903, 112,26 8, 
Smiths & Fiicnonen, a: .4 NV. Y. & Chicago. 


sntoa ph OEE 
etro) 
8,8 8.898. FE. "Kats, Special Agent, bg 


Aver. 1908, 
York. 
Tampa, Morning Tribune. ry aiacateaal 
bune Pub. Co. Average for 610 


GEORGIA. 
Atlanta, Journal, dy. Av. 1903, 88,928 June 
1904, 44,051. Semi-weekl cc ee 981. 
Atlanta, News. “Actual a average, 1903, 
20.104. Average April, 1901 108 26.547, 
Atlanta, Southern Cultivater, papinere 
semi-mo, Actual average for 1908, 1008, 80. Aver- 
age first six months 1904, 88,666. 
Lafayette, Walker Co. Messenger, weekly. N. 
C. Napier, Jr.,pub. Av. for 1903, 1,640. 
IDAHO. 
Ps ma Capital News, d’y and wy. 

Zz. Co., > pe’ Aver, 1903, daily 2,7 
B.i25.” Firet 6'mos. 90s, dy. 8.016 
og 

Cairo, Citizen. él 
ty, 1 1,110. Firat siz months a 
Meek 1,125. June, 1904, daily gy 
Cham polan. | News. In 1902 no — less than 
1,100 daily and 8,400 way, 163). nestor 
mos, 1904, no day's ieee of dadly 
er aed Ad Sense, = citi . The 46 Sense 
Actual average fo for 1902, 6,088. 
ohle Alkaloldal Clint Ciate monthly. Dr WwW 
boot, pub; 8. DeWitt Clough, adv. 
Saarantees ok tio’ 
twelve months, 2 
one-fourth a the — 
Ohi 


ital News 
weekly 
jo Wy. $8,868, 


18; week- 
1,177; 


cago, 
j Actual pt aie ‘902, twtr 
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Chieago, Bakers’ Helper, monthly. 4H. R. 


Clissold. Average for 1903, 4,175 (©). 
Chicago, Breeders’ Gazette, stock farm, ise 
1 sanders Pub. Co. Actual average for g 
67,8 880, 20 weeks ending Ma, May 48, 1904, 6 162. 

Chicago, Dental Digest, mo. PD. H. Crouse, 
pub. Actual average for 1903, 7,000, 

Chicago, Grain Dealers Journal, s.mo. Grain 
DealersCompany. Av. for 1903, 4,854 (©© OO). 

Chicago, Gregg Writer, monthly. Shorthand 
and Typewriting: Actual average 1903, 11,666. 

Chieago, Home Defender, mo. T. G. Mauritzen. 
Act. av, 1903, 22,500. Last 3 mos, 1903, ga 

Chicago, Journal Amer. Med. A 
1903, 28,615, First six months = on 81, ree” 

Masonic Voice-Review, mo, Ave for 1902, 
26,041. For six months 193, 26,166. 

Chieago, Monumental News. mo. R. J. Haight, 

pub. Av. for year end. July, 1902, 2,966. 

Ohieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548. 

Chieage. National Harness Review, mo. 
for 1902, 5,291. First 8 mos, 1908, 6,250. 

Park and Cemetery and Landscape Gardening, 
mo. Av. for year oe July, 1902, 2,041. 

Chicago, Record-Herald. Average for 1903, 
daily 184,218. Sunday 191,817. 

Chicago, Retailer’s Journal, monthly. Act- 
ual average for 1903, 6,785. 

Chicago, The Operative Miller, monthly. 
ual average for 1903, 5.542. 

Evanston, Correct English: How to Use It, mo. 
Actual aver. year ending March, 1904, 10,060. 


Kewanee, Star-Courier Average for 1903. 
daily 8,088, weekly 1.41 Average guar- 
anteed circulation daily for Jan? 'y, 1904, 8,180. 

Peorta, Star, evenings ana Sunday morning. 
Actual sworn average for 1903, 22,197. 

Reekford, Kegister Gazette. Dy. av. for 1903. 
5,226, s.-wy. 6,416. Shannon, 150 Nassau. 

ee Republic, daily. Actuat average 
Sor 1903,6,540. La Uoste & Maxwell, N. Y, 


INDIANA. 


Connersville, Courier, weekly. Actual aver- 
age for 1903, 1,567. 


AY. 


Act- 


vaneville, Courier, daily and 8. Courier Co., 
. Act av. ’02,11,218 (244). Sworn av. ’03, 12,- 
618. Smith & Thompson, Sp. Rep.,N.Y.&& Chicago. 


Evansville. Journal-News. Av. for 1903, d’y 
18,852, S’y 14,120. E. Katz, Sp. Agt., N.Y. 


Goshen. Cooking Club, monthly. Average for 
1903, 26.878. A ent medium. ae house: 
wives every issue for daily reference. 

Indianapolis, News, dy. Aver. net sales in 1903, 
69,885, Jirst six months 1904, 72,858. 

Lafayette, oe A Journal, daily. Sworn 

average 1903, 4,002; June, 1904, 4, 492. 


Marion, Leader, daily. W.B. Westlake, pub. 
Actual aver. for 6 mos. meen June 30,04, &, 741. 
Munele, Star, yang Sy. . Star Pun. Co. Aver. 
Sor 1903, d’y 25,886, 8 Ss. 250. 
Notre Dome. The re Maria, Catholic pectty 
magazine. Actual average for 193, 24,08: 


eaten Pub- 


Princeton, Clarion-News, daily. 
lishing Co. Average for 1902, 1,820. 


Richmond, Evening Item. oume 


ly. av. for 
1908, 3,552. Same for Dec., 1903,8,74 
Riehmond, Sun orig Sworn av, 1903, dy. 
8,811. For Feb., 1904, ae 
South Bend, Tribune. 


average 
4903, 5,718. Sworn av, for “3 4 es 





INDIAN TERRITORY. 
Ardmore, Ardmoreite, daily and weekly. 
Average for: 1903, dy., 1,951; wy., 3,872. 


IOWA. 
nm, Gazette, dy. Thos. Stivers, pub. 
Average for 1903, 5,864, Jan., 1904, 6,050. 
scammiols Times. Daily aver. 1903, 8.055, 
8..wy. 1,660. Daily aver. March, 1904, 9,508. Cir. 
guar. more than double of any Davenport mee 
Decorah, Decorah- h-Posten (Norwegian). Si 
av. cir'n, 19038, 89,681. March, 1904, 10.856." 
es Moines, Conttal. daily. he ay | young. 
publisher, Actual a 903, 31,89. 


Barling 


teed. 
newsyaper carrying advertising of t 
ment stores. Carries largest amount of local 
advertising. 

Dea Metnes, News, daily. Actual average for 
1903, 45,876 

Des Molnes, Spirit of the West. wy. Horses 
and live stock. Average for 1902, 6.095. 

Des Moines, Wallace's Parsest, wy. Est. 1879. 
Actual average for 1903, 88,769 

Museatine. Journal. Daily av. 193 4.849, 
cemi-weekly 2,708, fe we months 5,167. 

Ottumwa, Courier. average for March 
and April. 1904, arti. OT a he oe average for 
March and April, 190k, 7,704. 

Sioux City, Journal. Dy. av. for 1903 (sworn) 
19,492, da vy av. for — Feb.and Mar., 1904 
20,871, Records alwa: 3 open. More readers in 
its "field than of all other daily papers combined, 


KANSAS. 


Girard, Appeal to Reason, weekly. J. A. Way- 
land, Average for 1903, 260.096. 


Wugcttacen. News. Daily 1903, 8.568, weekly, 

2, “te 2. E. Katz, Agent, New New Yor. 
one eka, Western Sehgal Jour, educational 
anal ly. Average for 1903, 8,12. 
KENTUCKY. 

Harrodaburg, Democrat. Best porkty. fm best 
section Ky. Av. 1903, 8,582; growing fas 

Lexington, Leader. Av.’03, gee, Sy. r = 
sat q't'r 04, dy. 8,928, By. By: 5,448, agt. 

Loutaville, Evening Post, Post, dy. aon Post 
Co., pubs. Actual avevage for 1908, 26,964. 


Padueah, Sun, ons. Average, 1903, 2,181; 
Sor May, 1904, 2,918, 


LOUISIANA. 

New Orleans, Item, daily. R. M. Denholme, 
publisher Average for Jan., 1904, 19,895, 
'eb., 20,512; March, 20,654. 

New Orleans, News. Dy. av. 1903, By 5248, 
Sunday, 17,687. E. Katz, Special Agent, N. Y. 

New Orleans, The Southern ag official 
organ of Elkdom in La, and Miss. Av.’03,4,780. 


MAINE. 

Auguata, Comfort,mo. W. H. Gannett, pub. 
Actual average for 1903, 1,269,995. 

Bangor. Commercial. Average for 1903, daily 
8,218, weekly 29,006, 

Dover, Piscataquis Observer. 
average 1903, 1,904. 

Lewiston, Evening Journal, daily. Aver. for 
1903, 6,814 (© ©), weekly 15,482 (@ ©). 

Phillips, Maine Woods and Woodsman,weekly. 

J. W. Brackett Co. Average for 1903, 8,041. 


Portland. Evening Express. Average for 1903, 
daily 11,740, Sunday Telegram 8,090. 


Actual weekly 
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MARYLAND. 


Baltimore, News, daily. Evening News Pub- 
lishing Co. Average 1903, 44,582. For June, 
1904, 5S, 705. 


MASSACHUSETTS. 
Bos Globe. Average for 1903, daily, 195,- 
oe Sunday, 297,38 
Largest htalation in New England. 
Advertisements go in morutng and afternoon 
editions for one price, 


Boston, New En; npiand ngland Magazine, monthly- 
America Co., pubs. _Average 1902, 21,580. 


Boston, Pilot, every ery Saturday. Roman Catho- 
lic. Jas. Jeffrey Roche, editor. (O©) 


Boston, Post, dy. Average fo r 1903, 178,808. 
Av. for April, 1904, dy. 218,157, Sy. 177,050. 
Largest p.m. or a. m. sale in New England, 


Boston. Traveler. a =, a? ~ daily av. 
192, 783,852. In 76,666. For 1904, to 
June i, daily ‘overage, wae. 294, 
Largest evening circulation in New England. 
Reps.: Smith & Thompson, N. Y. and Chicago. 


East Northfield, Record of Christian Work, 
mo. $1. Aver. for year end’g Dec. 3/, 1903, ee. 250. 
A high-class magazine for use ONLY by high-c 
advertisers. Puge rate $22.40 flat, pcg = 


Gloueester, Cape Ann News. Actual ry 
average year ending February 15, 1904, 4,80 
aver. first six mos. 1904, 6,241; June, 1904, 62525. 


North Adams, Transcript, even. Daily net av. 
1903, 5,267. Daily av. w. printed June, 1904, 5,858. 


ig oy oa Good 1 Housekeeping, mo. Aver- 
age for 1903, 992. First six months /904, 
161. 166. au advertisements guaranteed. 


Springfield, Re publican. Av, 1903, dy. 15,542 
(OO), Sun. 15.270 (OO). (OO), wy. 4,086. 


Woreester. Evening Post, daily. Worcester 
Post Co. Average for 1908, 11 1903, 11,711. 


Png 4 opinion Pu _ jue, ge B (@@). 
Average Jan ) French pei 
United States on Pat ms SS. 


a 


Pee yt Telegram D. W.Grandon. Av. for 
8,912, Aver. rh iiiee. of 1904, 4,100. f 


sane Free Press. Average Sor 1903, daily 
42,918, Sunday 58.845. 


Grand Rapida, Evening Press,dy. Av 
1903, 37,499. 40,000 guar. daily for 1904. 


Grand Rapids, Herald. Average daily issue 
Sor 1903, 22,924. 

Jackson, Citizen, daily. 
pub. Actual average for 1903,4,419 (466). 
erage for jirst six months 1903, 4,828. 

Jackson, Press and Patriot. Actual daily 
aver, for 1903, 5,649. Av. June, 1904, 6,628. 

Kalamazoo, Evening Telegraph. Last six 
months 1903, dy. 8,886, 8.-w. 8,681. 

Kalamazoo, Gazette-News, 1903, tg One 67F. 
Guarantees 4,000 more subscribers <j 
other daily pf grey 3 in the city. ‘Actuc 
3 months to D June 3 st, 10,198. 


Saginaw. Courier-Herald, daily, 
Ose 8,288; 5; May, 1904, 10,054, 


aginaw. Evening iz News, d daily. Average for 
Ps ii, 815. June, 1904, ‘daily 14,288. 


MINNESOTA. 


wiinscapelis, Farmers’ Tribune, twice-a-week. 
J. Murphy, pub. Aver. for 1903, 68,686. 
Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual average 1903, 78,854. First six 
months 1904, 79,500, 
galiagrgncit, Svenska Amerikanska Posten. 
wan J. Turnblad, pub. /903,49,057. 


James O'Donnell, 
Av- 


Sunday. 








Minneapolis, Th 
monthly. Actual cutame 1903, m eee.2e0. 


Minneapolis, Journal, daily. Journal Print- 
ing Co. Average for first 6 mos, in 1904, 68,295. 


Minneapolis Tribune. W. J. Murphy, pub. 

Est. 1867. Oldest Minneapolis daily. *aver- 
age for 1902, daily, 66,872; Sunda 

56,850. For’. 1903, daily average, 72,88: 4 

61, 074. Daily average, last 

3, was %F,129; Sunday, 

y average for first five 

mouths of 1904 was 69,046, The daily av- 

Se% or the jirst five months of year was 


ony meee ode Semaine 

Dt ezel “that btishen le or 

rectory publishes its cir- 

Gar culation over yom derabl le 
TEED 


Ad Medium of Minneapolis. 
Svatenas, net eae semi-w’y. Av. for 
1903, 1,896, tonna’s leading newspaper. 
Present circulation, 2,100. 


St. Paul, Der Wanderer, with ag’! sup.. Der 
Farmer im Westen, wy. Av. for 1903, 10,500. 
St. Paul, Disp a are Aver. 1903, 58,044. 
Present average & ST. PAUL'S LEAD- 
ING NEWSPAPER ass. aver. 1903, 78,02 
St. Paul, Globe, daily. She Re. parol 
Actual average for 1903, 81,54 
St. Paul. News, daily. zoel average for 
1903, 85,816. 
St. Paul. Pioneer-Press. 
1903 84,298, Sunday 80,988. 
St. Paul, The Farmer, agri, ne “ga 
Sub. 50c. Prof. Th. Shaw, ed 
February, 77,861. 
St. Paul, Volkszeitung. Actual arerage 4 
dy. 11,116, wy. 28,414, Sonntagsblatt 25.408: 
Winona, Republican and Herald, daily. Aver- , 
age 1902, 8,202; 1903, 4,044, 
Winona, Westlicher Herold. Avera; 
20,590) Sonntags Winona, 28,111; Vo! 
des Westens, 80,045. 


MISSISSIPPI. 
American, daily. In 1902, no issue 
30. In 1903, 1,900 copies. 
MISSOURI. 


Joplin, Globe, daily. Average 1903, 10 
Mar 1901, 11,491, E Katz, Special Agen 


Kanaas City, Journal, d'y ard w’y poe 
Sor 1903, daily 0,268, week weekly 188,725. 


Kansas Cit World, dail daily. Actual average 
Sor 1908, 61,28 282. 


Springfield, “Veas: South, monthly. Actual 
average for 1903, 2 


St, Joseph, News and Press. Daily aver. for 
1903, 80,418. Last 3 mos. 1903, 85,065. 


a Louisa, ro Brief. mo. J. J. Lawrence, 
M.,M.D.,ed.and pub. Av. for 1903, $37,950. 


National Farmer and Stock Grower, mo. Av, 42 
mos. end. Dec., 1903, 196,625. 1902, 68,588. 


&t. Leufa, Star. Actual daily average for 
1903, 64,878. 


St. Louisa, The 8 3s M 


Daily average for 


Est. ee, 
Actual present « on 135.000. 


sblatt 


Viekaburg, 
less than 1, 


510, 
tN. 


ine. monthly. 
‘0. Proven aver- 
al proren aver- 
Every issue 
© copies—full 


reulation ve any publication 


MONTANA. 
aeonda, Standard. Daily for 1903, 
10,809. MONTANA'S BEST NEWS 'APER. 
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Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 general ci tion. 

Butte, Inter-Mountain, evening. Actual sworn 
net circulation for 1903, 10,617. Guarantee 
largest circulation in State of Montana, Sworn 
net circulation for January, 1904, aver. 14,185. 


NEBRASKA. 
Ansley, The Nebraskan, monthly. 
ks, pub. Actual average 1905, 5,088. 
Lincoln, Daily Star. Actual average for 1/903, 
11,165, April, 1904, 14,485. 
Lincoln, Deutsch-Amerikan Farmer, weekly. 
Actual average for 1903, 158,525. 
Lincoln, Freie Presse, weekly. Actualaverage 
Sor 1903, 159.400. 
Lineoln, Nebraska Teacher, monthly. panes 
& Crabtree, pubs. Average for 1903, 5,31 
Lincoln, Western Medicai Review, mo. a yr. 
endg. May, 1903,1,800. in 1902, 1,660, 
Omaha, Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co. Average for 1903, 29,084. 
@maha, News, daily. Actual average for 1903, 
41,824. 


NEW HAMPSHIRE. 
Franklin Falla, oe pene mg 9") =. 
Towne & Robie. <ictual average 1903, 


NEW JERSEY. 

Asbury Park, Press, “=. ‘5 L. Kinmonth, om. 
Actual average 1903, B,T92. In 1902, 8,556. 

Camden, Daily Courier. Est. 1976. Net aver. 
circulation for 6 mos. end. April, 3v, 194, 7,702. 

Camden, Fost Tategrem. Actual daily aver- 
age, 193, 5,798 sworn. a 5,889. 

Clayton, Reporter, weekly. ws Jenkins, 
Pub. Actual average for 1903, 2, dis 

Heboken, Observer, daily. Actual average 
1902, 18,097 ; Sept., 1903, 22,751 


Jeraey City, Evening Journal. Arerage for 
1903,19,012. First six months 1904, 20,819. 


Newark, Evening News. Evening News Pub. 
Co. Av. for 1903, daily 58,896, Sunday 16,291. 


Newmarket, Advertisers’ Guide, mo. * apart 
Day, publisher. Average for 1903, 5, 


ait Bonk, Rosteter, weekly. "st. 1878. John 
Cook. Actual average 1903, 2, ° 


Tigedelachied Star,wy. Sworn ar.’03,8,759. 
Every issue since Feb., M04, more than 8,900. 


NEW YORK. 
Albany, Journal, evening. jouee Co. Aver- 
age one year to April 30, 1904, 17,28: 
Albany, Times-Union, every ini Establ. 
1856. Average for first three months 1904, 29,626. 


Binghamton, Evening Herald, daily. Herald 
Co. Average for first three 1 three months 1904, eee 


Buffalo, Courier, morn.; Enquirer, even, W. 
J.‘ onners. Aver. for 1903, monet ee 50882, 
evening $88,082; Sunday average 6 

Buffalo, Evening News. Daily average 1903, 
79.408. First 3 months 1904, 85,949. 

Catekill, Recorder, weekly. Ha aon, edi- 
tor. 1903 av., 8,408. Ar. . Av. June, 1904, 8,615, 

Cortland, Democrat, Frid: Fridays. Est. 1840. pr 
1903, 2,248. Only Dem, paper in county. 

Le Roy, Gazette. Est. 1826. Aver. 1903, 2, Yu 
Larg. wy. circ. Genesee, Orleans & Niagara 

Re ay Republican, established 1821. Chas. H. 

Betts, editor and prop. Cire Circulation 1903, 2,821. 


Mount Vernon. ‘Daily Ar Argus. Average 1903, 
2.959. Westchester County's leading paper. 


A. H. 


News, daily. Av. for 1903, 4,48, 


Jenene an all other Newb’gh papers 





New York ye 


American Engineer, my. KR. M. Van Arsdale, 
pub, Av. 1903, 8,875. Av. _Av. for Non AO" 


American Machinist, w’y, *y, machine construc, 
or European edition.) tion.) Average 1903, 20,475, 


rmy & ney Journal Est, 1863. Weekly aver. 
at Mo 9.02 Py. Present circulation (May 7) 
9,415. W.C. © P. Church, Pubs. 


Automobile (The), weekly. Fi Pistiren Building. 
Average circulation 1903, 1 


Baker’s Review, monthly. W. RG reer Ce Co., 
publishers. Actual average for 1903, 4,450, 
Average for last fares pate 1903, 4,700. 


Benziger’s Magazine, rine, family monthly. Ben- 
ziger | Bros. ie for. 1903, 29,20 iu 
adver will brin 
you business, beonues its circulation has :! 
QUANTITY, CHARACTER, INFLUENCE. 

Benziger’s Magazine is sold only by yearly sub- 
scription, aud Perey who advertise in he columns 
reach avery desirable class of people. Advertis- 
ing rates, 25 cents per agate line. 





Gepen, weekly (Theatrical). Frank Quee 
gy , Ltd. Aver. for 1903, 26,912 (© ©) (680). 


ry Goods, monthly. Max J epgeer, pub- 
liebe. Actual average for 1903, 4,86 6 


El Comercio, mo. Spanish export. 
ard Clark Co. Average for 1903, 6,667. 


Electrical Review, weekiy. Electrical Review 
Pub, Co. Average Sor 1903, 6,885 (O©). 


Elite St iyico, monty. Purely fashion. Actual 


J. Shep- 


average for 1903, 62 


Engineering News. A — Fac pane of civil, 
mechanical, mining and e cal engineering. 
Average circulation 1903, ise $42 (90). 


Forward, daily Forward Association. Aver- 
age for 1903, 48,241. 


Four-Track News, monthly. Actual av. if 
‘or six mont ending June, 1904, 84,167; 
July edition guaranteed 100,000. 


Haberdasher, mo., pe 1881. Actual average 4 
1903, 7,166. Binder: vit and Post 
receipts distributed mon y to advertisers. 

Hardware, semi-monthly. srereue for 1902, 
8,802 (683); average for 1903, 9,581. 


Hardware Dealers’ M: ine, month: 
1993 no issue less than 17.000. (66 (60). See 


Junior Toilettes, fashion monthly. Max Jaeger- 
huber, pub. Actual lL average 1903, 6,540. 


Leslie’s Monthly Magazine, New York. Average 
circulation for the etna 218,684. 
Present average ci oly 288,278. 


Morning Telegraph, dail hh, daily. Daily Telegraph 
Co., pubs. Average for 1902, ‘or 1 1902, 28,22 3) ” 


wy Trade Review, wt trade and art week- 
ly. Average for 1903, 5,58 


ghee Provisioner, a Packing houses, 
butchers, cotton seed oil, ete. 1903 av. cir. 6,402. 


Newspaperdom, w’kly. ized journal of 
newspaper pub’g and adv’g. Aver. 1903, 5,189. 


New Thought, montkly. 27 F. 22a St., New York. 
Sydne ~ oa Flower, publisher. Number of copies and 
adve' rates given each month on first page 
reading matter. Sample copy free for the aski 
Worth. examination. SEW THOUGHT has made 
money for all its advertisers. pn gy Mg to 
agencies, 25 per cent from published rates. A 

age for 1903, 104,972. 


Pharmaceutical Era, weekly, pharmacy. D.O, 
Haynes & Co., pubs., 8 .. 8 Spruce strzet. (@ ©) 
Pocket List of Railroad Officials, qly. Baile ‘d 
&Transp Av. 1902, 17,696 ; av. 1903, 17,992 
Pago Chronicle, weekty, Police Chronicle 
Pub.Co. Average for 1903, 4,914, 
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journal for advertis- 


Printers’ Ink, pworkip | 4 A 
gaerane ‘or 1:93, 


ers, $5.00 per y 


year 
11,001. Issue May 18, ‘ies, 28,800 


Railroad Gazette, railroad and ciisaciilin 
weekly. 83 Fulton atreet. Est. 1856. (O©). 

The Ladies’ World, mo., penmbers. Average 
net paid circulation, 1903, 480,155 


The People’s Home Journal, 515. 250 monthly, 
Good Literature, 454,888 monthly, average cir- 
culations to paid-in-advance sub- 
scribers. F. M. Lupton, isher. 

The World. Actual aver. for 1903, Morn., 278,- 
607, Evening, 857,102. Sunday, 888,650. 

Toilettes, fashion, monthly. Max Jagerhuber, 
publisher. Actual at werage for 1903, 61,800. 


Rochester, Case and Comment, mo. Law. Av. 
Sor 1903, 80,000 ; 4 years’ average, 80,186, 

Seheneetady, Gazette, daily. A. N. Liecty, 
Average for 1902, 9,097. <Actual average for 
1903, 11,628. 

Syracuse, Evening Herald Herald, daily, Herald Co., 
pub. aver, 1903, dai y 88,107, Sunday 88,496. 


Utiea, National Electrical Contractor, mo. 
Average for 1903, 2,708. 

Utiea, Press, daily. = A. Meyer, publisher. 
Average for 1903, 14.0 

Warsaw, Western we Yorker, weekly. Aver- 

age Sor 1903, 8,802, In county of 32,000 with 

pag y. 

Wellsville, Reporter. Only dy. and s. ee 
Co, dv. 1903, daily, 1.184; semi-weekly, 2,958. 


NORTH CAROLINA. 
Poh pate Observer. North Carolina’s fore- 
ost nommmaper. Act. daily av. 1903, 5,582; 
anday, 6,7913 semi-weekly, 3,800. First three 
months 1904, 6,578. 


Elizabeth Cit “Tar Hee Heel, weekly. Actual 
average 1903, 8,500. Covers Covers ten counties. 


Raleigh, Biblical | Recorder, weekly. Average 
1903,8,.872. First five months 1904, 10,166. 


NORTH DAKOTA. 
Grand Forks, Herald, dy. av. for April, 1904, 
5,862. Will guar. 6,060 for year, N. Dakota’s 
BIGGEST DAILY. La Coste'& Maxwell, N.Y. Rep 


Grand Forks, Normanden, wacky. 4°. ” tha 
5,451. Guar. 6,800 after March 


Wahpeton, Gazette. Average 008, 1,564, 
t circulation, 1,800; sent Sree, 1,500. 
Total, 8,800, 


OHIO, 
Akron, Beacon Journal. 1903, 8,208. 
N. Y., 523 Temple Court. Av. “at 1904, 9,498, 


Cincinnati, Mixer and Server, monthly. Actual 
average for 1902, 18,088. Actual average for 
1903, 625. Official organ Hotel and 
— Employees’ Int. Alliance and Bart 
Int. League of America. WATCH US GROW. 


Cincinnati, ber ges a dy. Cincinnati Times- 
Star Pub. Co. Act. verags 135 r 1902, 148,018, 
“Actual average for 1903, 145,164, 


Cleveland, Plain Dealer. Est. 1841. 
daily average 1903, 66,445 ; Sunday, 
June, 1904, 279,648 daily; Sunday, 67,4 


Columbus, Press, daily, hemoceatic. 
yr ting Co. Actual av. for 1902, 24,98 


1. Neus, dy. News Pub. Co. sical 
fortis 07. June, sa04, 39. 080. THE ONE 


DAILY tne e- ~ city. canvas of 
all hom $ES ‘m rou lation la mtg he pe 4 
Dayton dailies ¢ Fon vee 
Laneaster, Fairfield Co. Re Sones. In Aug- 
ust, 02, no issue less than 1.680 for 2 years. 
Springfeld, Farm and m and Fireside, agricultural, 
an rey of = Sor wg 
ctual average for first six mon 
1908, 840,875. 


au- 
rs’ 


Actual 
60,759. 


Press 





Springfield, Press-Republic. Aver. 1903, 9,288; 
April, 0h, 10,155. N.Y. office, 523 Temple Court. 
Springfield, Woman’s Home Com ‘ion, 

hore id en est. 1873. Actual av. for 1903 

884.250. Actual average for first six ssonthe 

1903, $85,166. 

Toledo, Medical and om Keporter, mo. 

Actual average 1903, 10,088. 


Washington Court House, Fayette Co. 
Record, weekly. Actual average 1903, 1,775. 


Y cunastewn, Vindicator. D'y av. ’03,11,009. 
LaCoste & Maxwell, N.Y., Eastern ern Reps. 


5 OKLAHOMA. 

Guthrie, Oklahoma Farmer, wy. Actual 
average 1903, 28,020. 

Guthrie, eens log A Capital, dy. ane ey 

Aver. for 1903, daily 20,06 62, weekly 2. 4 L014. 
Year ending July 1, ’03, dy. 1 19,868; wy. QE19. 

Oklahoma Onn. The Okla Oklahoman. /903 aver., 
5,816; April, ’04,7,798. E. Katz, Agent, N.Y. 


OREGON. 

Astoria, Lannetar. C. C. S peers: Finnish, 
weekly. Average 1902, 1,898 1,89: 

Portland, Even ‘elegram, dy. (ex. Sun) 

Sworn cire'n sim ing Tar Jane se, 21,148. 


Portland, Oregon Daily J¢ Daily Journal. Actual aver- 


aye for 1903, 8,946; ive mouths 1904, 14,002 
. In Ma’ the Oregon Daily J 
established a Sunda; yerage issue 


Srom March 2th to June sth was 18,800 ies 
as per detailed statement filed with the American 
Newspaper Directory. 

Portland, Pacific Miner, semi-mo. Av. year 
ending Sept., 1903, 4,889; first 8 mos. 1903, 4,912, 


PENNSYLVANIA. 
Chester, Times, ev’g d’y. Average ‘903, 8,187. 
N, Y. office, 220 B’way. ¥ R. Northrup, Mer. 


Aver.for 1903, 
verage 


Connellaville, Courier, oe. 
0, daily a 


1,848, weekly for 1903, 8,0 
April, 1904, 8,019. 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
Sates of THE BULLETIN for the month of 
une, 





Total for 26 days, 4,818,300 copies. 
NET AVERAGE FOR JUNE, 


185,319 copies per day 


THE BULLETIN’S Srentation figures are a od] 
all damaged, unsold, free and returned copies 


have been omitted. 
THE has by many beg tse ap the 
largest local circulation of any Philadelphia 


newspaper. 
Wa. L. McLEan, Publisher. 
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Erle, People, weekly. 
Average 1903, 8,088. 


Erie, Times, daily. Average for se ¥ 2208. 
June, 1904,14,189. E. Kates Sp. Ag., 

ag tT ig a. dy. Actual wl aver. 

= 10,88 yf Ae Ke aan February, 
0,544. ‘Average, March, 1 urch, 11,016, 


Philadelphia, American. Medicine, wy: 
for 1902, 19,827. Av. March, 1903, 16,827. 


Philadelphia, Camera, monthly. Frank V. 
Chambers. Average for 1903, 7,120. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


Daily Copies 135,415 


ACTUAL CIRCULATION FOR JUNE: 


Aug. Klenke, Mgr. 





Philadelpbia, July 5, 1904. 

THE EVENING TELEGRAPH is best for See 
ing. It goes into the home and stays there. 

Pitiatciotio, Farm Journai, monthly. Wil- 
mer Ly A eapany. ublishers. verage 
‘or 1903, 544 nters’ Ink awarded 
the seventh ty Bowl to Farm Journal with this 


nacription 

py Awarded June Fw 1902 by 
“ Printers’ Ink. Litt 

“* Schoolmaster’ in the in of 

“ Advertising, to the Farm 

* Journal. After a canvassing 

“of merits extending over a 

“period of half a year, per. among all 

“* those pabttabed in . tmited tates, has been 

“‘ pronounced | the one t at best serves i '$ purpose 

“as an ed and ‘or the agricultu- 

“ral population, a as an effective and economi- 
‘or ting with them, 

“ through its a vertising columns.” 


Philadelphia, Press. vw. circ, over 100,000 
daily. Net average for ee. 1904, 111,217. 


Philadelphia, Sunday School Times, jute fo 
Average for 193, 102, 961. ag 3 Am rates 
The Religions Press A 


Pittabur; Chrentslo Telegraph. Aver, 1903, 
56,268. ‘oorn 


Pittsburg, Labor World, Av. 1903, 18,6 
088. R best paid clase of workinen in U.S. 


Scranton, Times, every evg. E. ett. . 
for 1903, 21,604. La Guste & Wesel Ny. 


pyete. mo. 
nd 0. 














PP 


Warren, 


Forenings Vannen, 
Av. 1902, 1,541. Circulates Pa., 

Washington, Reporter, daily. pg L. Stew- 
art, 


gen.mgr. Averaye for 1903, 5,697. 


mt Chester, Local N daily. W. H. 
odgson. Average for 908 18 168" 


r illiamsport, Grit. America’s Greatest 
Weekly. Net paid average 1903, 181,868, Smith 
& Thompson, Keps., New York and Chicago. 


York, Dispatch, daily. Dispatch Publishing 
Co. Average for 1903, 8,108. 


RHODE ISLAND. 


Providence, Daily Journal, 16,485 
Sunday, 19,892 «O0). Evening’ Bulletin 36.8 
average 1903, Providence Journal Co., pubs. 


Weaterly, Sun. Geo. H. Utter, pub. Average 
1903, 4,888. Only daily in So, Rhode Island. 


SOUTH CAROLINA. 


Anderson, People’s Advocate, weekly. | A 
Browne. Average 1903, no issue less than \.250. 


Charleston, Evening Post. Actual dy. aver. 
Sor second 3 months 1904, 8,727. 


Columbia, espe daily. State Co., 
Actual aver. for 1903, daily, 6.568 ( 
eg 2,01 § Seeds , F705. 
1904, daily 7, 44 0, Su y 8,546. 


SOUTH DAKOTA. 


Stoux Falla, us Leader. Tomlinson & Day, 
publishers, Actua pally overs for 1902, 5,819. 
Actual daily aver. for 1903, 8,882 


TENNESSEE, 


Chattanooga, Southern Fruit Grower, mo, 
Actual average 1903,17,855. Rate, 15 cents per 
line. Average for January, 1904,19, 17%. 


Gallatin, Semi-weekly News. In 1902 no issue 
less than 1,850. Firs 


6 mos. 1903, 1,425, 

Lewisburg, Tribune, coms roanty. w. 
Carter. Actual average /903, 1,201. 

Memphis. © Commercial A 1, daily, Sunday, 
He A bectn 1) iaaliy 2B, 8°, Gundas 
88,080, weekly 7 1 (964). March, 1904, daily 
84,352, Sunday ae 296. weekly 82,468. 


Memphis, Morn wz News. Actual daily aver 
age for 1903, AS 94, For six months ending 
June, 1904, 21,58 


Nashville, att dally. Av. for year ending 
Feb., 1903, 16,078. ‘or A , 1904, 21,851. 
Only Nashville datlyetigibte ¢ to Roli of Honor, 


Nashville, Progressive sasive Teacher and Southw’n 
School Journal,mo. Average for 1903, 9,500. 


TEXAS. 


Denton, Denton Co. Record and Chronicle, 

w’y. W.C. Edwards. Average for 1903, 2,689. 

El Paso, Herald. Dy. av. 1903, 8,265; April. 
1904, 4,284, ‘Merchants canvass showed Herald 
in 80 per cent of El Paso homes. Only El Paso 
daily paper eligible to Roll of Honor. 

La Porte, Chronicle, weekly. 
publisher. Average for 1903, 1903, 1,247. 

Paris, Advocate, dy. W.. W, N. Furey, pub. 
ual average, 1903, 1,827. 


UTAH. 


Ogden, Standard. Wm, Glassman, pub, Av. 
Sor OOS, daily 4,881, semi-weekly 8,158. 


VERMONT. 
Barre, Times, daily. F. EK. Langley. Aver. 1903, 
2,710. ‘Five months in 1904, 8,062. 


Burlington, Free Press. Daily av. '03, 5.566, 
9 mos, to June /,5,920. Only Vermont paper ex- 
amined by Association of American Advertisers. 

Burlington, News. Jos. Auld. Lena daily 
average 1903, &,046, sworn av. April, 5,658. 


) 
6 


ublishers, 
3 semi- 
Firt 3 months 


G. E. Kepple, 


Act- 
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VIRGINIA. 

Norfolk, Dispatch, daily. Sworn average for 
1902, 5,098 | for 1903, 7,482 5 February, 8,448; 
March, 9,241. 

Richmond, News Leader, query evening ex- 
el t Sunday. pats average ry 1, 1903, to 

ry 1, 1904, 27,414, The largest circula- 


Hon between Washi ington and Atlanta. 
Rho ge agp 
_ ; av. gr 12,7173 Sy., 
4m 


wie n, lanes 
14 pit By. is "289; 
with 11 Es Y 


08, 1904, @ 
18.8 Bin oy 8 Ase. 8. &. 0. Beck: 


WEST VIRGINIA, 
i ee Sentinel, daily. R.G. Hornor, | Da 
or 1903, 2,801 ( 054). 


Whecling, Bows. an Le. cirewn 9,707. 
a a ~ 12 oom I 


foal a, 904. o> a paid ci; 
to any other two Wheeling ‘papers Sieed. 
WISCONSIN. 

La Crosse. Leader-Press, daily. Actual aver- 
age 1903, 5,590. 

Milwaukee. Evening Wise sconsin, d’y. Evg.Wis- 
consin Co. Average for 1903, 21, 981; December 
1903, 25,090; June, 1904, 26, 696 ( (©). 

Milwaukee, Germania-Abend; pot, dy. Av. a fer 
year end’g Feb.,’04, 28,876; av. Feb.,’04, 24,808. 

Milwaukee, Journal, daily. Journal Co., pub. 
Av. end. June, 1904, g6.016-. June, 1904, 86,870. 

Oshkosh, Northwestern, daily. Average for | 4 
1908, 6,488. 

Raeine, Journal, dally. Journal Printing Co. 
Average for 1903, 8,702 








Raeine, Wisconsin Agriculturist, weekl 
months 1905, 


‘or 1908, 88.181. First 6 
S008 Es wertising $2.80 per inch. 
BRITISH COLUMBIA. 
Yaneouver, Province . W.C. Nichol, 
blisher. Average for 1903, , 5,888; 
lay, 1904, 7,281. 


Victoria, Colonist, oa. Colonist P. & P. Co. 
Average Sor 1903, 8,695, 


MANITOBA, CAN. 
Winnl Der Nordwesten, German w’ 
Sor 1903, 9,065. Only medium in special 
=n » Free Press, 
pe dy ‘or rons, aot, 
ily, June, 1904, 25,1 


NOVA sdntiin, CAN. 
Walifax, Herald (@@) and Evening Mail. 
Average 190°,9,941. June, 1904, 15,948, 


ONTARIO, CAN. 
Toronto, Canadian Implement and Vehicle 
Trade, monthly. Average for 1903, 5,875. 
Toronto, Star, dai! Average Sor 1903, 20, 
971. April, 1904, 81, Bos. 4 ci 


QUEBEC, CAN. 
Montreal, Herald, gon. Est. 1808. Actual 
average for 1903, 22,515. 


Montreal, La Presse. Treffi mo pab- 
y Actual average 1008, oer 72,894. 
verage April, 1904, 80,116. 


Montreal, ome, & 37,8 & Co. Av. 
Sor’03, dy, 55.127, - 12) aap ais). Sta mos, 
end. May 3/, 03, dy. av. 55,147, wy. 122,157. 


. AV, 


and week 
18, 82 3 weekly, 1 ‘008. 





Lafayette 


Enclosed find renewal order for the 
Roll of Honor, we admire it very much 
and think this is exceedingly good adver- 
tising for growing newspapers. 

Des Moines DAILY CAPITAL, 


Young, July 9, 1904. 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








‘Printers’ Ink puosdwove held that bape 


vertisements are closest to the apa: of ti ne pees 
of a distinct Fas tA} ve 


wor 


CALIFORNIA. 
Tes TIMES ae pointe mace “Want” and otherclas- 
odvertioonents than the oth 


powspepers 6 an hnaniee combined. it 
medium 3 Hl of ~~ —7 intelli- 


ge —— the whole Southw 
Mt - Wen FOR ty = INSERTION; 


um charge i con Sworn daily average 
an early as 656 co § Sunday c’ on 
exceeds 51,000 copies. 


COLORADO. 
HE Denver Post, Sunday edition, July 10, 1904, 
contained 3,124 classified ads, a total of 741-10 
ant medium of 


ountain region. 
in the Post is five cents per line 
. Seven words to the line. 


DELAW ARE. 
OCAL readers use the Wilmington EvENInG 
JouRNAL for Want advertising. They get 
results. Half cent a word. 


RE Wilmington Mornine News is the paper 
7 for results—for “Wants” and other classi- 
fled advertisements. Only ee” 

N Delaware the on! dail paper tha o pee. 
I papal circulation .* very yy : at 
carries more classified he ertising than all 
other Wilmington papers co combined. 


DISTRICT a OF COLUMBIA. 
HE Washington, D. C., EVENING ) 
UBLE the pak of wane 29 
y other paper rin W. nD a more than 
all of the other papers comb’ 
MaKE COMPARISON ANY DAY. 


GEOKGIA. 


HE Atlanta JOURNAL carries three times as 
many Wants as its chief competitor. 


HE Augusta CHRO! memset tothe wast afvertie 
ing medium for the western half of South 
and the eastern half of Georgia. 


ILL pron 


rs which carry the largest number of want ad- 
, and are for that reason not only prosperous, 


fin meg og entitled to be listed under this heading are charged 10 cents a line a week. Six 


J be = Indianapolis News in 1903 printed 125,894 
classified advertisements than all 
other dailies of ind lis combined, and 


printed a total of 264,123 separate and distinct 
paid Want advertisements. 


HE Des Moines Pn napaees 
iw circulation in the sf Des Lahey? of 


any To ge so 2 one of the — 
mediums of lowa. x a wi By 
the month, igs cs. Man oy sf _ “y even- 
ings a week. the big day. 


T=s oo. Shenandoah, lowe. ye lied 
Monday, Wednesda: 
| forty-two. panered cirew 





wenn eld farmers. It runs five times the 
Want ads of a — other paper within fifty miles. 
One cent a wo 


KENTUCKY. 
Te Owensboro DAILY INQUIRER carries more 
Want ads ge week than any other tt an 
boro newspaper carries in any month. Fighteen 
words one week, 25c. 


MARYLAND. 
‘oe * Baltimore News carries more ba Ads 
han pT” ——. Baltimore daily. lt is the 
Ad medium oi timore 


rea eta iig 


ENTERPRIS 
na ye ie: cane of “ Want” 
ads—30 words 5 days, 25c. y8, 2c. Copy mailed free. 


poe Boston GLOBE, BE, daily a and Sunday, carries 

more Want ads than any other paper in New 

England because it brings results to the adver- 
tiser. A trial convinces. 

ow Boston EVENING TRANSCRIPT is the lead- 

ing educational medium in New England. 
i dni more advertisements of schools and in- 
trucgtors than all other ther Boston dailies co 
rT HE in increase in want ads made by the Boston 
ALD for the month of June pagregated 





T= ROCK: ISLAND ARGU! i 
Want Ad Medium in its Sala” p+ --4 
always get returns. 

Ts Avrona DaILy News runs twice to three 


1903 e781 columns © solasel fied” 
— of 634,626 indiv e! 
of t _ y 
News rs office by 
published. 


objectionable advertiseme: 
—y who reads t the lish | anamagn 

the DaiLy gin. are 2 
the Post Office 





INDIANA. 
MPERRE HAUTE Star carries more Want ads 
than all other Terre Haute dailies. 
E MARIon LEADER its more paid classi- 
Distea ads in six gage a@ week tan all other 
Marion papers com 


Moe STAR carries more Ning ads than 
any other | a morning newspaper, 
with the exception of the Indlanapotis STAR. 
S Sr. 
go yt bled the vo — Pameay fh its Classi- 
fied ng. On Sunday, Ante y.S -y STAR 
carried more than two full pages 0: Ads. 


like the May increase - 
lah cok columns, sopeastahe a@ sveady growth 


MINNESOTA, 
T= St. PAUL D1spatcn is the leading “Want” 
medium in the Northwest, read and relied 
upon by everybody in its city and territory; 
more paid circulation than the other St. Paul 
dailies combined; brings replies at smallest cost. 
Circulation 1903—53,044; now 57,624. 


rigunss that prove that The Minneapolis 
JOURNAL carries the most “Want Ads”of any 
daily newspaper in the No:  - ae 
earest 
Journal Coumpesiton. 
Year 1903 2,980 cols. 1,900 cols. 
Six mos. 1904, 1,758 “ baal ” 


r BE. Muorarouis Trippy TRIBUNE he recognized 

t ad — ¥ RF 4 and has 
been = is the oldest Minne- 
apolis daily “hes. - 3 hyo on ibecribers, 
which is more 20,000 each ¢ay over and 
above any other Minneapolis daily. legevening 
edition alone has a larger circulation in Minne- 
apolis than any other evening paper. It pub- 
lishes over 80 columns of Want advertisements 
every week at full price, no free ads; price covers 
both mormer and eve issues. ND other Min- 
neapolis daily carries anywhere near the num- 
ber of Wanted advertisements or the amount in 
volume. 
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MISSOURI. 
TBE Jo Joplin Grose is the leading dail: 
issouri-Kansas Lead and Zinc Min 
Circulation over 11 _ A page of 
ads. a for sample copy. _ 
nsas Ci! ree ), The Kansas 
Cir Bram tg &~ 4 all of Kansas 
pa a ne +g = peer STaR 
nm over @ pages 01 ants eve! 
cons The’ reason becakes ov pallid pr 
Eanes City ae - the True TIMES and the 8 
[PuE Eeome City JOURNA JOURNAL Rite mornin; 
inclu hemp gt one 0 recognized 
Want ad m nited States ; 35 
columns paid Wanes Gendsy | is ~4 10 columns 
daily. Kate, 5 centsa nonpariel lin 


NEBRASKA. 
HE Lincoln DaILy Stak, the best ‘Want Ad” 
me jium at Nebraska’s ca) ial ag yt 
gan a 000 1 cent 
rate, 15 words only, 


de Saturday rate. 
tenes, = cents, cash. DAILV Stak, Lincoln, Neb. 


NEW JERSEY. 
LIZABETH DatLy JouRNAL i. the only went 
ad medium in me paper; Co 
ers Union county. Largest cireulaGon. ‘Most 
advertising. 


in the 
a 


NEW YORK. 
HE Post-Express is the best afternoon Want 
ad-medium in Rochester. 


Beer DAILY EAGLE, New York City. 

t want and classified ad ————- 
medium in in Greater New York. Cae ae 
summer reso than any other paper 
in the United States. 


T= TIMES-UNION, i, of Albar Albany, New York. Bet- 
ter medium for wants and other em | 
irculation 


paper in a Albany ont 
one ac Greater other 
ly papers in that reity. 


EY hela ot JounNat, Alban: N. Y., covers the 
ew York for want or clas- 


matter than any other 
tees a 


It DOES TOF PAD ITS COLIMNS WITH FAKE AD- 
VEBIISEMENTS TO MAKE BIG SHOW. 
N New York City the STAaTs Zerrune (©@ 
isthe leading rman daily, carrying the 
largest amount of Want. advertisements. It 
reaches the great masses of intelligent Germans 
in and around the great American metropolis. 
RINTERS’ INK aay — The rec- 
P ognized an d ieadi ing W ad medium for 


half. 
hich 
busi- 
fied advertisements, = cents 


a line per issue flat ; six words toa line. Sample 
copies, ten cents. 


PENNSYLVANIA. 
we Chester, Pa., TIMES cones fre from two to 
five times more classified ads than any 
other paper. 
HILADELPHIA, THE EVENING BULLETIN— 
Want ads in THE BULLETIN pay fora num- 
ber of reasons. First, in Philadelphia nearly 
every body —~ — BULLETIN. 
ae ci By Bs f ny hiladelpiia newspaper 
e reulatiOn of an: 
(See Ri Roll of ibn of any hird, THE BULLETIN 
daily into more 
other medium. Fourth, 
print in its classified columns advertisements of 
a ee or doubtful nature. those that 
carry or coin clauses, nor those that do 
not offer legitimate employment. 


AYTON (0.) News alw: leads in Want ads. 
Dion One cent "per word per insertion. Largest 





pie «GR —— 4" HERALD has the callfor plone 
advertisements in Dayton. the 
home paper and gives resulta. 
ag the month of April, 1904, the Dayton, 
D's News carried 2% more want aa 
than ite nearest 
ork ~ hy ~ be twice that of its nearest competitor. 
he te hawe has just established 26 branch sta- 
ions.in representative parts of the a and its 
Want ant columns will be better than ev 
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De Want de th News publishes daily more 
pep hng oi ; 20 words on leas 3 consecutive times 
; one cent it per each additional word, 


OKLAHOM A. 
—_- Onnsmouaa. Okla. City, 7 
Wants than any four U! 


VIRGINIA. 


Pg A it 
mond, is 
Richmond and Virginia, and 
class that give results. Want 
May, 6,101; June 4,824. 
THE Ray LEADER, published every afternoon 
r= cept Sunday, Richmond, Va. 
circulation by long fr (27,414 aver. | year) and 
recognized want advertisement medium in 
Virginia’ Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as Jess than 25 words; no display. 


WISCONSIN. 


. Publishes 
competitors. 


ant ads, 


BRITISH COLUMBIA. 
COLONIST covers the 


Vancouver). 

Sunday CoLonist than in 
Winnipeg. One cent a wor 
copies free. 


cach 


Seek, tenia 


L* wo, Basurdays 
iottieen Daily” 80,000, 
100,000.) Carries more want ads than any French 
pee a in the world. 
HE DAILy TELEGRAPH, St. John, N. B., is the 
want ad medium of the maritime provinces. 
circulation and most u; to-date ps of 


Eastern Canada. ha A ads ove cent word. 
anit ey 2 2 


HE Toronto Sean =n is n any 
vertiser Ww! oe to cover the roronts 
field. Carries m general ad 


than an other. ‘Toronto poere daily 

average ye circulation, May > rbot 30,670 

4 ." Montreal DaILy a eich carciee more Want 
advertisements than cI other aR 

dailies combinea. AND 

WEEKLY STAR carries more W ant edvertinnnapats 

than any oiher weekly paper in Canada. 

HE Winnipeg Free Pr 





ries a 

than any 

Senber yc onke paid want Pots" pul published 
39,984; in May, 39, 


psa are not cov 
adian district—Toron 


the best Can- 
use 
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A JOURNAL FOR ADVERTISERS, 
t@ Issued every Wednesday. Subscription 
price, five dollars a year,in advance, Ten centsa 
copy. Six dollars a hundred. 





ADVERTISING RATES : 
Classified advertisements, rw a 4uente 
and Want Ad Mediums, set in 
ning with a two-line initial letter, but et 
no —— larger than pearl, 10 cents a line, 


Displayed advertisements 20 cents a line, pearl 
pee = lines to the inch ($3); 200 lines to the 


tor Specified position (if granted), 25 per cent 
ditional. 


— position (full page) first on first or last on 
ng = — price. 
inside of cover pages or first advertise- 
a. 5 on ye ay page (full pages) or for 
the central double pages printed across the 
centre margin, 50 per cent additional. 

“On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of of publication. 

Contracts by the ——_. quarter or 
be ntinued at the pleasure of the 


ear may 
vertiser, 


and space used d for rata 

Two lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 


ree. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 


Cuar.es J. ZINGG, 
Publisher, 
Business Manager and Managing Editor. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,EC 


NEW YORK, JULY 20, 1904. 
AVOID TECHNICALITY. 














Now and then we see the cards 
or personal advertisements of busi- 
ness translators, men of linguistic 
accomplishments who earn their 
daily bread by putting into Ger- 
man, Spanish, Italian, Bohemian 
or what not the advertising or 
correspondence of business houses. 
Another kind of business transla- 
tor is needed to-day, the man who 
can translate advertising matter 
from technical jargon and weari- 
some iteration of detail into clear, 
bright entertaining, instructive 
English, that the uninitiated reader 
can understand. There is a bright 
future before the advertisement 
writer who knows how to talk 
shop interestingly. 

There is room for him in the 
retail store. He can make a palp- 
able hit by translating the average 
department manager’s wearisome 
minutiae about tucks, ruffles, hem- 
stitching and insertions into a 
bright, crisp, breezy narration that 
shall hit off a garment’s most 
salient style-features and make a 
woman want to get one “just like 
the ad tells about.” 
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There is room for him in the 
field of machinery advertising. 

Here he must be able quickly to 
grasp those essential things which 
the prospective purchaser needs to 
know, and to tell about these in a 
direct, forceful, interesting way. 
He must infuse life and human 
interest into the dry bones of 
sprockets and gearing, ohms and 
amperes, drive wheels and suction. 
Must render for the technical de- 
scriptions that are all Greek to 
most people, an English equivalent 
that shall be terse, truthful and 
convincing. 

Few machinery catalogues and 
booklets are really intelligible tothe 
people whom they aim to reach. 

It takes brain to simplify them— 
the work of business translation is 
no holiday task, but the man who 
has the brain to do it, will find 
himself in high demand. 

In medical advertising too there 
is urgent need for “less learning 
and more sense.” The men who are 
making the greatest successes in 
the medical fields to-day are the 
ones who talk about disease and its 
cure in everyday language, not in 
terms borrowed from learned med- 
ical treatises. 

They don’t say that a remedy is 
prophylactic, deodorant, detergent, 
analygesic and anti-zymotic, but 
that “It kills germs.” 

Even in the backwoods the medi- 
cal literature that is made up 
of lengthy technical descriptions 
no longer impresses—people want 
to know what ails them and why. 
And the proprietary medicine man 
who tells them this in a way that 
is simple and clear as the news 
from Jayhawk Station, is going to 
do business. 

The late Herbert Spencer de- 
fined evolution as “a change from 
an indefinite, incoherent homogen- 
eity to a definite, coherent hetero- 
geneity, through continuous differ- 
entiations and integrations.” Such 
loft language may be all right for 
a philosopher speaking to a highly 
cultured audience, but for the mod- 
ern advertising man it is as out-of- 
place as it would be for a clerk to 
wear knee breeches, and a powder- 
ed periwig while waiting on cus- 
tomers in a grocery store. 
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THE Muscatine, Ia., Journal oc- 
cupied- its handsomely equipped 
new home on July 5. The Journal 
is'a member of the Roll of Honor. 





Makers of advertising novelties 
are requested to communicate with 
the Commercial Press Union, 30 
Spring Gardens, Manchester, Eng. 
They wish to receive samples and 
prices based on cash purchases. 





THE Workers’ Magazine is a new 
supplement issued with the Chi- 
cago Sunday Tribune. The inten- 
tion is to publish each week articles 
from the pens of successful men 
and women in various lines of in- 
dustry ; helpful hints gleaned from 
personal experience; live topics for 
people who work. The magazine 
will be of interest to those who 
have achieved success as well as 
an encouragement to those striving 
for it. 








AN interesting side issue of the 
National Cash Register factory, 
Dayton, O., is Woman’s Welfare, 
a quarterly magazine in colors that 
advocates better working conditions 
for women in offices and factories. 
Copies of each issue are sent to 
representative employers, minis- 
ters, educators, politicians and edi- 
tors, in the belief that these five 
classes most influence the condi- 
tions the paper aims to better. 


Ir a reader doesn’t know some- 
thing about Empson’s canned peas 
—and something about the “other 
kind” too—after finishing the 
booklet sent out by the Empson 
Canning Co., Longmont, Col., it is 
certainly not the fault of the man 
who wrote it. This brochure tells 
how the peas put up under the 
Empson label are grown at high 
altitude, describes the care with 
which they are packed, the pains 
taken to have them sound and 
pure, and the details of packing 
usually omitted by less conscien- 
tious canners. As a piece of liter- 
ature for consumers it is eminently 
convincing, and shows the results 
that may be attained by going into 
particulars regarding articles that 
everybody is supposed to know all 
about. 
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THE June issue of the Woman's 
Herald for Men published by 
Mr. Thomas Balmer is a special 
issue; 

It is devoted to the interests of the 
Delineator—itself a monument of suc- 
cessful advertising—the Designer and 
the New Idea Woman’s Magazifie—the 
famous Butterick Trio. 

It analyzes the Butterick Idea—that 
of “giving a man his money’s worth’’- 
outlines the policy of the advertising 
department, with illustrations of its dif- 
ferent offices, — some of the prac- 
tical results of that policy, and contains 
biographical sketches, with portraits, of 
the men who put this policy into effect. 

It bears the stamp of Mr. Balm- 
er all over and it is chiefly devoted 
to biographical sketches of the men 
who carry out the Butterick ideas. 
The i-sue is creditable and inter- 
esting and Mr. Balmer’s dead 
earnestness—the strongest factor 
in his wonderful make-up—per- 
vades the whole number. 





MAGAZINE CLASSIFICATION. 

It is hard to teil sometimes, but it is 
interesting to try in what way maga- 
zine readers are classified. 

Not long ago I talked with a news- 
dealer who had settled this matter of 
classifying magazines to his own satis- 
faction. e is a very intelligent man 
and handles the biggest railway news- 
stand in Cleveland. 

“Why,” he said, “I can pretty nearly 
tell what kind of magazine any man 
will buy before he asks for it. Now 
that man,” pointing to a man who had 
just departed with a copy of the Pop- 
ular Magazine—“there is no use trying 
to make him buy Lesiie’s Magazine or 
Scribner’s or McClure’s; he just buys 
that Popular Magazine or else Ainslee’s 
or Argosy, and I can’t sell him any- 
thing else. The man who comes for 
your magazine—I can sell him Scrib- 
ner’s, too, or McClure’s, and sometimes 
the Century, and the people who come 
to buy Scribner’s aad. the Century I 
know I can sell them Lesiie’s and Me- 
Clure’s, and that is the way it goes. 
There is no use trying to put one 
kind of magazine on the other kind of 
reader.” 

It seems to me that this dealer has 
more or less answered some questions 
that constantly come up. 

It isn’t so much a question of where 
a man went to school. It isn’t so much 
a question of whether he has got money 
to spare. It is fundamentally a ques- 
tion of temperament and character. A 
man picks his magazine just as he picks 
his friends, because they are his kind. 

If we believed that Leslie's, or, for 
that matter, any magazine, did not have 
a distinct personality and, therefore, a 
distinct constituency, we should not be 
putting our best life work into Leslie’s. 
What would be the use when any other 
magazine would do as well? —Frederi¢ 
L. Colver in Leslie’s Monthly Magasine 
for August. 
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As a means of calling attention 
to its financial news service the 
Evening Express, Portland, Maine, 
issues a folder containing recent 
statements of the national banks in 
that city. 





Tue Atlantic Coast Lists, New 
York, comprises 1,450 local week- 
lies, and an average circulation of 
600 copies per issue is claimed for 
each individual paper. T)-e actual 
average for the first quarter of the 
present year, according to the pub- 
lishers, was 7OI copies, and the 
whole circulation is stated to be 
1,000,000 copies weekly, represent- 
ing 5,000,000 readers. With one 
electrotype an advertiser reaches 
this clientele at a cost of one- 
sixtieth of a cent per family per 
week. 





A NEw department was opened 
by Gimbel Brothers, recently, 
which has already become exceed- 
ingly popular. It is called the De- 
partment of Comforts and is locat- 
ed on the main floor—by the Post- 
office. Here wraps and parcels are 
cLecked, postal and express rate 
estimates are made, and accurate 
information is given as to the best 
method of sending. No charge is 
made for any of this service. Par- 
cels bought during the day’s shop- 
ping—no matter where—are wrap- 
ped together and cared for. In 
the main waiting room—mezzanine 
floor—there are ’phones ar ~ desks, 
and many comforts, and a hospital 
nurse for those taken ill. A grad- 
uate nurse is in charge. 





The chief executive officer of one of 
the largest financial institutions in this 
city called recently upon one of his sub- 
ordinates for a schedule of the advertising 
that was being placed for the company 
through an agency. The list contained 
the titles of more than half-a-dozen pub- 
lications that experienced advertisers and 
advertising agencies know to be of no 
value whatever. As the concern that 
was acting as an intermediary in plac- 
ing the advertisements been in. busi- 
ness. a number of years, it doubtless 
knew, any way it should have known, 
the absolutely worthless character of the 
mediums to which reference is made. As 
a matter of fact, many hundreds, yes, 
thousands of dollars had been handed 
over by the corporation that was seeking 

ublicity to the publishers of papers that 
fave next to no circulation or to those 
whose periodicals do not circulate among 
persons who could or would be attracted 
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by the advertisements under considera- 
ti 


on. If the agency that was charged 
with placing the business was ignorant 
of the value and claracter of the me- 
diums used, it was obviously culpably 
negligent in the discharge of its duties. 
On the other hand, the fact that the 
agency has been in business sufficiently 
long to determine the value of various 
ublications and also the fact that the 
east valuable mediums, such as were 
conspicuous on the list mentioned, pay 
much larger commissions to advertising 
agents, arouse the suspicion that the list 
of papers used was made up with spe- 
cial reference to the agent’s income in 
handling the business, 

This episode, while not without pre- 
cedent, is deserving of more than pass- 
ing notice by those who annually spend 
thousands pf dollars in their efforts to 
attract attention to their facilities for 
transacting banking or trust company 
business, to securities they desire to 
market, to the re-organization of cor- 
porations or to the re-adjustment of 
their capitalization. In too many cases 
the matter of publicity, once decided 
upon by those who have the actual busi- 
ness in hand, is left, as in the case cited, 
to some subordinate who knows little 
or nothing of the art or business of ad- 
vertising, Or who possibiy cares less 
about it if the agency that secures the 
business from him makes it worth his 
while to favor it by handing over to 
him a substantial part of the commission 
that publishers allow to agencies for 
their services in obtaining, directing and 
concentrating business. 

Transactions of this sort are mani- 
festly dishonest, yet they are made every 
day in the week, and they are possible 
because the principals in the transaction 
underestimate the details of their efforts 
to reach the public. There is, without 
doubt, less of this sort of thing in com- 
mercial advertising than in some other 
lines, as manufacturers and merchants 
are constantly in the market for public- 
ity and their profits are so small, as 
compared with those engaged in financial 
operations, that they figure as closely on 
their advertising as they do on the labor 
they employ and the goods they handle. 
As is well-known, some of the largest 
manufacturers and distributors of staple 
products employ men experienced in ad- 
vertising to manage that part of their 
business, but bankers and financial in- 
stitutions, except in the cases of some 
of the larger life insurance companies, 
do not require the services of such an 
expert. 

There is, therefore, all the more rea- 
son why they should look carefully to 
the honesty and experience of those to 
whom they entrust the handling of their 
publicity. The honest agent will never 
advise a client to expend a dollar in_a 
discredited or worthless publication. On 
the contrary it is a part of his business 
to see that his principal escapes all 
such pitfalls that are constantly being 
set for the inexperienced or credulous 
advertiser. It is easy enough té exhaust 
an advertising appropriation by distribut- 
ing the money among first-class me- 
diums. There are enough of them, and 
it is only by adhering to them that the 
best results can be obtained.—The Wats 
Street Summary, June 29, 1904. 




















InEas for advertisements may be 
found in divers places, but the least 
commendable source of inspira- 
tion is somebody else’s advertising. 
Making ads out of ads is like writ- 
ing books about books. The sub- 
ject is served up to the reader 
thrice diluted, and the real story 
veiled behind rehashed pithless 
phrases. 





THE American Bee Journal, pub- 
lished weekly in Chicago, the old 
est journal of its kind in the 
United States, was established in 
1861. A booklet from the present 
publisher and editor, George W. 
York, tells the story of this publi- 
cation in an interesting way and 
compares conditions among bee- 
keepers of the sixties with those 
of to-day. The American Bee 
Journal is representative in its field, 
and commands the work of the 
best contributors among scientific 
and practical bee-men. 








ONE unique line of advertising 
that has attracted attention the 
past few years is that of the Ply- 
mouth Rock Squab Company, Bos- 
ton. The little ads with a nest full 
of “squabs” for an illustration have 
appeared in the classified columns 
of Sunday papers in many cities, as 
well as in leading magazines. 
Elmer C. Rice is the proprietor of 
this concern, and the advertising is 
placed by the Humphrey agency, 
Boston. Details of the campaign 
were given in a recent issue of 
Humphrey’s Journal. The com- 
pany is only five years old. After 
assuring himself that there was 
money in the business of raising 
squabs Mr. Rice began with an ad 
in a New York Sunday paper. 
From this grew a business so great 
that the company is said to-day to 
be the largest shipper of live birds 
in the world. About eighty maga- 
zines and papers have been used, 
including poultry, farm and mail 
order publications. A fifty-cent 
book on pigeons and squabs has 
sold more than 40,000 copies, and 
Mr. Rice’s squab farm, with 12,000 
to 15,000 live birds constantly on 
hand, represents a business built 
up through advertising where noth- 
ing of the kind existed before. 
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THE ground covered by the 
Gimbel Store, in Philadelphia, ten 
years ago held one department 
store and many smaller stores. In 
all, the buildings on this ground 
gave employment to eleven hun- 
dred people. The Gimbel Store 
of to-day employs away above six 
thousand. A ten-year-old store— 
yet few stores anywhere are quite 
so large or so finely equipped. Visi- 
tors are safe at the Gimbel Store 
during the rush. There are 119 
stairway exits; there are four out- 
side brick fire towers, down the 
wide steps of which people could 
go safely if all the store were 
wrapped in flames. A fire chief, 
with a small regular corps and 
over six hundred trained volun- 
teers, is on duty every minute— 
with fire fighting appliances of the 
best sort, and daily inspected. 
Electricians guard each floor, to 
stop any capers the lights might 
cut. Scores of officers keep pick- 
pockets busy saving their own 
bacon. The hospital nurse takes 
care of the suddenly-ill with skill- 
ed, prompt treatment. The great 
tube system with its seventy-two 
cashiers during the holidays was 
reinforced by a reserve that could 
be rushed to any point where de- 
lay might happen. Hundreds of 
tills and cash registers handed our 
quick change, wherever this ser- 
vice could be used. 





KALAMAZOO EVENING TELEGRAPH’S NEW 
HOME, 
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y 
THE complexion of Philadelphia 
as a morning paper town is rapidly 
changed by the Bulletin and the 
Telegraph. 





In every business field there is 
an opportunity to build up profit- 
able advertising and business on 
the shortcomings of others in that 
particular line. This is especially 
true of advertising, for no cam- 
paign is perfect, and even the most 
successful advertisers leave oppor- 
tunities for a competitor who will 
improve their methods. 





Tue Northwestern Christian 
Advocate, published weekly by the 
Methodist church at Chicago, 
makes a practice of sending out a 
large sample copy edition every 
fall. These papers are mailed not 
once, but for several weeks, and to 
heads of families who are not sub- 
scribers, names being furnished by 
ministers in the churches of this 
denomination. A. E. Dunn, adver- 
tising manager of The Methodist 
list, says that the sample copy issue 
this autumn will exceed 60,000 
copies. Mailing begins in October. 





It is wrong to look upon readers 
of the religious papers as being in 
anywise different from those of the 
general magazines, says A. E. 
Dunn, advertising manager of The 
Methodists. The circulation of 
this list of papers, published by the 
Methodist church, is general cir- 
culation, and advertisers using 
space ought to make a general ap- 
peal. Mr. Dunn cites thodern in- 
stances to show that Methodists 
are no different from other people. 
William J. Bryan, it is said, has 
just become affiliated with the 
Methodist church. Secretary of 
the Treasury Shaw is a Methodist, 
and has been a delegate to the 
general conference. John E. An- 
drus, Mayor of Yonkers and mak- 
er of Palm Oil Soap, is a Method- 
ist, and so are James N. Gamble, 
of Procter & Gamble, Governor 
Mickey, of Nebraska, Governor 
Durbin, of Indiana, Governor 
Yates, of Illinois, Governor Bates 
of Massachusetts, and many others 
high in affairs, 


THOMAS W. Lawson’s first ar- 
ticle about the Copper Trust in 
Everybody’s Magazine promised to 
explain the “trick by which the 
savings of the people, whether in 
national banks, savings banks, 
trust or insurance companies, are 
always at the absolute service and 
mercy of the votaries of frenzied 
finance.” This statement has 
roused the savings banks. “It was 
only a promise,” says the Chicago 
Lribune, “but it had marked re- 
sults. Savings banks all over the 
country have made replies. These 
replies in display type have cost 
money. They have contained state- 
ments with regard to the use made 
of deposits. They have told the 
public just where its investments 
are placed. The depositor has 
been taken into the confidence of 
the bank management. He has 
been shown, time and again, that 
out of a five per cent bond the 
bank has only a safe two per cent 
over the three per cent paid back 
back to him. Lawson has promis- 
ed to advertise the banks. Inci- 
dentally he has induced the banks 
to advertise themselves.” 





PERSONAL RECOMMENDATIONS 
CANNOT BE DEPENDED UPON. 


Statistics are not numerous from 
which advertising truths can be drawn. 
They are especially rare in lines of 
business where results are difficult to 
trace. Many merchants and manufac- 
turers depend upon their customers and 
dealers to recommend their goods to 
others. That this must be a slow means 
of growth appears plain after consultin 
the tables shown in a leaflet publishe 
by the American Machinist on “Check- 
ing un Inquiries from Advertising.” The 
checking sheet given as an illustration 
shows that while there were numerous 
inquiries from advertising there was no 
one single instance of an inquiry coming 
from the recommendation either of a 
consumer or dealer. Nothing can prove 
more conclusively that the manufacturer 
or merchant of to-day, who wants to in- 
crease his business, has got to do it by 
advertising, and not by leaving that part 
of his work to be done by others who 
are not interested in his business. Con- 
sumers and dealers are interestd in 
their own business and not in that of 
the manufacturer or merchant. One 
seldom hears now that old chestnut that 
“the best advertisement is a satisfied cus- 
tomer.” As a matter of fact the best 
advertisement is that one which reaches 
the greatest number of possible consum- 
ers, and nothing will do that so well 
as the printed page which the consumer 
is accustomed to read.—E. S$. Dean, 
Adv, Mgr. Evening Telegram, Toronto, 
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TRANSFER Of the Minneapolis 
Times from Robert B. Thurston 
and R. S. Goodfellow, who pur- 
chased it from W. E. Haskell and 
C. M. Palmer, Nov. 1, 1902, occur- 
red July 1st. The purchaser was 
Alfred Dollenmayer, a Minneapolis 
newspaper man who has been con- 
nected with nearly all the papers 
there during the past ten years. 
The sale was effected by C. M. 
Palmer, Newspaper Broker, of 277 
Broadway, New York. 





OnE of Success’s subscription 
canvassers, Dr. Carl Scharf, has 
taken 5,000 paid subscriptions in 
the past ten months without prem- 
jums or other baits. Another re- 
cently visited Philadelphia and se- 
cured 2,000 subscribers in a few 
weeks, 360 being in one office 
building. Before this he had se- 
cured 7,000 subscriptions in Balti- 
more. Success claims more paid 
subscribers than any other ten- 
cent magazine of general character. 





A sertEs of trade journal ads re- 
cently printed by the Rand Drill 
Company, New York, shows a 
unique method of surrounding 
plain type argument with half-tone 
borders, made from bas-relief de- 
signs in clay. The argument, con- 
fined to one or two faces of body 
type, with plenty of white space, is 
distinguished for the presentation 
of practical points about the com- 
pany’s rock drills and air compres- 
sors. The advertising was designed 
by P. F. Kobbe, advertising man- 
ager of the Rand Drill Company. 





METALLIC SIGNS. 
Soutn BEnp, Ind., July 9, 1904. 
Editor of Printers’ INK: 

We want something in the way of a 
metallic sign to attach to the frame of a 
bicycle. e fail to find the address of 
a firm making such signs in the columns 
of PRINTERS’ INK. 

Yours very truly, 
TRIBUNE PRINTING Co. 


PRINTERS’ INK, 
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A TIMELY booklet from the Se- 
curities Advertising Agency, 44 
Broad street, New York, gives 
compact statistics of past presiden- 
tial elections, so presented as to 
furnish material for estimating re- 
sults this fall. 


Tue Ad Club of Western New 
York was dined and feted by the 
Natural Food Company June 18, in 
that company’s big plant at Niag- 
ara Falls, N. Y. Nearly a whole 
day was given to the affair, which 
included a trip down the Gorge and 
visits to the scenic and historic 
places around the Falls. The din- 
ner, served at the great Shredded 
Wheat roof garden, was enlivened 
by music and vaudeville, and ad- 
dresses were made by Joe Mitchell 
Chapple, of the National Maga- 
zine, A. M. Gunning, of the Gun- 
ning System, Herbert A. Myrick, 
of the Phelps Publishing Company, 
and others, 


THe Cramer-Krasseit Co., 207-209 
Grand Ave., Milwaukee, Wis., is an or- 
ganization of 30 people who devote their 
time exclusively to advertising and its 
various details. The Cramer-Krasselt 
Company is operating along very conser- 
vative lines, accepting gilt-edge accounts 
only. Among their clients are the fol- 
lowing: Julius Andrae & Sons; Arm- 
strong Iron Co.; American Sign Co.; 
Leo Abraham & Co.; Atlas Bread Co.; 
Bradley & Metcalf Co.; Curtis-King Co.; 
Edgewood Farms, Pewaukee, Wis.; The 
Franklin Co.; Fischer & Bronenkant, Ra- 
cine, Wis.; Frost Mfg. Co., Kenosha, 
Wis.; Fair Mfg. Co., Racine, Wis.; Wm. 
Grossman & Co.; Home Savings & Trust 
Co.; Hynne & Crosby Granite Co., La 
Crosse, Wis.; Johnson & Field Mfg. 
Co.; Racine, Wis.; A. C. Liepe; G. B. 
Lewis Co., Watertown, Wis.; Merkel 
Mfg. Co.; Layton Park, Milwaukee, 
Wis.; Milwaukee Bag Co.; Milwaukee 
Wood Preserving Co.; Nicolai & Pantke 
Co.; Northwestern Furniture Co.; Pil- 
grim Powder Co.; Racine Steel Spring 
Ex. Co.; Rich Shoe Co.; Rosenthal Corn 
Husker Co., North Greenfield, Wis.; 
Dr. David Roberts, Waukesha, Wis.; 
Messrs. Ryan & Long, Appleton, Wis.; 
B. Stern Sons; J. B. Thiery & Co.; 
Dr. W. Towns, Fond du Lac, Wis.; J. 
Thompson & Sons, Beloit, Wis.; Wein- 
hold & Foster; Western Malleable & 
Grey Iron Mfg. Co.; O. F. Weber Co. 











The Little Schoolmaster is now on sale 
at the booths of the Postal News Company 
at the World's Fair in St. Louis. 
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DAILY NEWSPAPER INVES- 
TIGATIONS. 


XVI. 


SALEM, MASS. 

Sixteen miles north of Boston is the 
city of Salem, famed because of the 
witch-craft insanity of the Massachusetts 
colonists. While one of the oldest 
towns in the country, it is nevertheless 
a thriving trade center, and the home 
of large manufacturing _ interests. 
Around Salem are smaller villages and 
cities such as Beverly, Peabody, Dan- 
vers, Ipswich, which Salem merchants 
look to for a large share of trade. The 
city’s population is "about 36,000 and 
the outiying territony contains as many 
people, or more. There are two daily 
papers published, the Evening News, 
and the Gazette, both afternoon papers. 

I asked the clerk at the hotel about 
the local papers and he replied ‘‘There’s 
only one that is worth anything and 
that is the News.’”’ In the stationery 
store of F. O. Sanborn I asked the 
young lady behind the counter if there 
was more than one daily published in 
Salem, and she said, “No, just the 
News.” In a drug store near by the 
clerk said that the News was the only 
daily pubiished in the city. To lead him 
on I asked him if there had not been 
another at one time, and he replied in 
the negative. And the Salem Gazette 
was established in 1768, and has been 
issued ever since, not two blocks away 
from that drug store! 

The starter of the street cars at the 
principal business corner had heard of 
the Gazette, but said the News is the 
leading paper. In the store of William 

ee was another resident of Salem 
who told me that there is but one paper 
published in the city—the News. A 
newsdealer on the principal street offer- 
ed me a copy of the News when I asked 
for the Gazette, and asserted that the 
“Gazette don’t amount to anything.” 

Day & Hoyt, clothiers, prefer the 
News for advertising. The man I talked 
with considered it the best paper in the 
northeast part of Massachusetts, and 
said that everybody read it. 

Almy, Bigelow Washburn have the 
largest department store in Salem. Mr. 
Dana, the advertiser, was not in, but 
an elderly clerk said the News brings 
far better returns than. the Gazette. 

Mr. Waite, advertiser for Wm. 
Webber Co., the next largest store in 
town, uses both papers. He changes his 
advertisement every day, and has had 
ample opportunity, he stated, to test the 
papers. The News brings all of the 
out-of-town trade that is traceable to 
any paper, and the greater part of the 
city custom. Mr. aite believes the 
Gazette’s circulation is about one-tenth 
as large as the News. 

Every advertiser whom I saw think 
as those do whom I have already men- 
tioned, and it wvuld seem that Salem 
comes near being a one-newspaper town. 

The publisher of the Gazette stated, if 
he were to swear to his circulation, he 
would take his oath that he printed one 
hundred copies, and not a single one 
more would he swear to. He doesn’t 
believe in sworn circulation. He never 








claimed as high as 4,000 circulation, so 
the “H” rating accorded the Gazette in 
the American Newspaper _ Directory, 
meaning 2,250 or more, is fair. But he 
didn’t see fit to tell me how many more 
than 2,250 are printed. 

Mr. Damon, manager of the News, was 
out of the city while I was in Salem. [| 
regretted this, as a publisher in a near. 
by city had told me that Mr. Damon is, 
he believes, the best newspaper man- 
ager he knows of anywhere. The last 
circulation statement sent to Rowell’s 
Newspaper Directory. by the News was 
for a year ending with March, 1901, 
and the figures were 16,655. For 
1903 the rating given the paper was 
“y E ( OO),” which, being interpreted, 
means a circulation exceeding 12,500 
The next higher rating would be 17,500, 
which the Directory editor believes the 
publishers have never claimed. The “y” 
symbol signifies that no recent circula- 
tion statement has been furnished from 
the office of the paper, and it is prob- 
able that the last circulation rating ac- 
corded to it may be higher than a new 
statement would warrant. 

The young man in charge at the 
News office stated that the circulation 
is at present about 17,600 copies daily, 
though the average for a year would 
probably fall below 17,500 and conse- 
quently the “E” rating is fair. About 
7,800 is city circulation; 7,200 goes to 
the towns of Beverly, Danvers, Peabody 
and Ipswich; and the balance to smaller 
towns. Over thirty towns and viilages 
around Salem receive the News. There 
are three editions daily, the first of 
which is on the street about noon. 
There are swarms of newsboys, and 
about everybody, man and woman alike, 
seemed to me to buy the paper. The 
second edition goes to outside readers, 
and the third is for a regular house-to- 
house distribution. 

In regard to Boston papers, a dealer 
told me that the Post leads the morning 
pepers in sales, with the Herald next, 
e believed. The American leads the 
afternoon papers, and the Record is 
second. 


MALDEN, MASS. 

Malden is a city of 33,664 people ac- 

cording to the census figures of 1900, 
and its population is of a higher grade 
than is the case in the average factory 
town of Massachusetts. The people are 
practically all English speaking, and are 
an intelligent lot. The city 1s only five 
miles north of Boston, and is a center 
of suburban trolley lines. The principa: 
industry is the manufacture of rubber 
boots and shoes. There are two four- 
page dailies, the Evening News and the 
Evening Mail. Both sell for one cent, 
early subscription $3. Both very wise- 
y devote their news coiumns entirely 
to local happenings, as they realize that 
Boston papers would be read for the 
telegraphic news even if the Malden pa- 
pers had superior news service. 

On the street the opinion was unani- 
mous that the News has the larger cir- 
culation in Malden. There was not a 
single dissenting voice. One newsdealer 
said “the News is it,’—with emphasis 
on the “‘it.’”” He believed the Herald is 
read in more Malden homes than_any 
other Boston paper, with the Globe 
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second. The Post, American, and Trav- 
eler followed, he thought, in the order 
named. : . 
The largest store in Malden believed 
it can secure better results by a liberal 
distribution of handbills than by de- 
pending upon the newspapers for ad- 
vertising. The store depends upon out- 
lying towns for much of its trade, and 
loesn’t believe either paper goés out- 
side of Malden to any extent. Of the 
two papers the News is preferred. An- 
other large store advertises more liberal- 
ly, and likewise prefers the News. The 
Mail is the older paper and carries 
some weight on that account, but about 
everybody thought the News the better 
medium. , 

Mr. Frank A. Bayrd, the business 
manager of the News, says that when 
any advertiser inquires about circula- 
tion, he gives the figures, and asks the 
inquirer to go to the newsdealers, and 
merchants, and newsboys, for further 
information. He is pretty sure of the 
opinion Malden people have of his pa- 
per. The average circulation for last 
year was 4,767 copies daily, as given in 
the 1904 American Newspaper Directory. 
From the figures shown me for 1904, 
thus far, I gathered that this year’s 
average will be 5,000 or more. Mr. 
Bayrd stated that there is no sale to 
speak of out of the city, though he is 
thinking of broadening the scope, adding 
extra pages, and including news of near- 
by towns, such as Everett, which have 
no paper of their own. | 

No one was in the Mail office to talk 
circulation. The rating given the paper 
is “I,” meaning over 1,000 copies. he 
next higher rating would signify 2,250 
copies or over, and I hardly think the 
Mail could claim this, from what I 
learned while in Malden. ; 

The News is a good medium, goes 
into, and reaches a majority of the 
homes of the city. 


MARLBORO, MASS. 

In spite of the fact that Marlboro is 
off the direct line of all the railroads, 
it is a thriving little city of 14,000. 
The New York, New Haven and Hart- 
ford sends a branch road into the city, 
and there is a trolley line to South 
Framingham. Boston is 32 miles to the 
east and Worcester is less than half 
that distance to the southwest. The one 
industry of any size is the manufacture 
of boots and shoes, and just now this 
business is rather slack. The daily pa- 
pers are the Enterprise and the News, 
both published in the afternoon. 

At_a newsstand I was informed that 
the Enterprise is the baer ons | paper of 
Marlboro, in fact this dealer doesn’t 
sell the News. I asked if the Worcester 
Telegram would not be a better propo- 
sition for an advertiser, so far as Marl- 
boro is concerned than any Boston pa- 
er, and received a negative reply. 

hile the Telegram comes into Marl- 
boro fairly well, it was believed that 
the .Boston American, Globe, Herald 
and Post beat it. Later, a newsboy in- 
formed me that he sells more Globes 
than any other Boston paper. 

A drug store clerk sent me to the 
Enterprise office when I asked for the 
leading paper, and a trolley car con- 
ductor sitting on a Dench in Monument 
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Square likewise believed the Enterprise 
to be in the lead. Advertisers, as a 
rule, considered the Enterprise the bet- 
ter proposition, partly because of the 
fact that it has been in the field nearly 
fifteen years, while the News only dates 
back to 1902, 

Mr. Wilder, the manager of the En- 
terprise, was not in the office when I 
called. I told the gentleman in charge 
that I represented Printers’ INK, and 
stated that I was satisfied the “JKL’ 
rating accorded the Enterprise in the 
American Newspaper Directory is too 
low. He made some rather uncom- 
plimentary remarks about the Directory, 
which he_ straightway retracted when 
he learned that the same firm which 

ublishes Printers’ INK also issues the 

irectory. Twenty-three hundred copies 
of the Enterprise are printed every 
night, he said, of which 2,100 remain 
in Marlboro, and about 200 go to Hud- 
son, a village of upwards of 5,000 peo- 
ple, five miles away. The circulation 
can’t be increased any, because it has 
been tried. About everybody takes the 
paper now. 

At the office of the News I was told 
that the manager would not be in till 
evening, and didn’t stay in the city 
to see him. A higher rating than 
“JKL” would hardly be warranted, I 
iad from my investigations in Marl- 
Oro. 


MILFORD, MASS. 

The census of 1900 gave Milford a 
population of 11,376, and it is estimated 
that it may have passed the 12,000 mark 
by this time. The village of Hopedale 
is just over the line—in fact it was 
formerly part of Milford—and has 2,500 
inhabitants. There are, in addition, sev- 
eral smaller communities around the city 
which depend upon it as a trading center 
to a greater or less extent. Boston is 
33 miles to the northeast. The granite 
quarries furnish employment to many 
men, and the other large industry is 
the manufacture of cotton-mill machin- 
ery. Boots and shoes, straw and cotton 
feods. are minor manufactures. The 

ews and the Journal are the daily pa- 
pers, both published in the evening. 

_The clerk in the Mansion House 
didn’t think there is much difference in 
the circulation of the papers, so far as 
he can judge. At the Postoffice the 
clerk stood loyally by the Journal. The 
proprietor of the Journal is postmaster. 
A cigar manufacturer informed me that 
the News is in the lead. A newsdealer 
said that the News undoubtedly has a 
larger circulation, but that the Journal 
has a better class of pacers. My fur- 
ther investigations all pointed to the 
newsdealer’s statement as being correct. 
Some advertisers preferred the News 
because it has a larger circulation, and 
a fewer number the Journal because of 
the quality of the readers. Mr. C. F. 
Lyford, superintendent of the Geo. P. 

alcott dry goods store, the largest 
establishment of the kind in Milford, 
may be taken as the representative of the 
former class, which prefers the News. 
He says the local | wae are depended 
on for all of his advertising. No trad- 
ing stamps, no car advertising, no hand- 
bills—straight newspaper advertising 


alone. The News he considers the best 


4 


medium, though he advertises in the 
Journal as well. 

Mr. Cook, proprietor of the Journal 
has been with the paper since its es- 


tablishment. He doesn’t keep a daily 
account of the papers printed. The 
number never goes under 1,900, and 


never over 2,100, he said, and his state- 
ment must be believed by anyone who 
talks with him. The paper is printed 
on a Cottrell press, A is set by hand. 
The plant is a new one, and gives evi- 
dence of prosperity. Mr. Cook thinks 
his paper reaches a high grade of read- 
ers, as it undoubtedly Joon both in Mil- 
ford and the towns round about. 

At the News office the lady in charge 
said that the editor was out of town, 
and that the manager and managing edi- 
tor were not in. The News’ circulation 
is undoubtedly larger than that of the 
Journal. 

Neither paper furnishes the American 
Newspaper Directory with a circulation 
statement that can be called definite or 
satistactory. The Journal has a “JKL” 
and the News an “I’’ rating, in the book. 
Explained to mean that the former is 
not believed to print so many as 1,000 
copies regularly, while the other ex- 
ceeds that figure. The investigation 
made on the spot indicates that a_ de- 
tailed statement might show the News 
entitled to an “H’’ rating, meaning ex- 
ceeding 2,250 and the Journal to fall 
somewhat short of that, but still entitled 
to the “I” rating. 

The News and the Journal do not 
duplicate one another. For the work- 
ing people, and the middle classes, the 
News is the. better medium, but for the 
higher grade of readers, with more 
money to spend, the Journal should be 
chosen. 

The Worcester Telegram enters_Mil- 
ford, but the Boston American, Globe, 
Herald and Post lead the out-of-town 
papers, in the order named. 





WALTHAM, MASS. 


There are three cities in the country 
which make about all of the watches for 
the entire land, and Waltham is one of 
them. It is only nine miles from Bos- 
ton, and has * pope estimated at 
about 25,000. he Fitchburg line, and 
Boston and Maine furnish railroad fa- 
cilities. Three daily papers are issued— 
the Free Press-Tribune, Times and 
News, all evening papers of four pages, 
sold at $3 a year. oston is too near 
for Waltham to be a very flourishing 
newspaper town, and besides a very 
large number of its inhabitants are men 
from outside—notably the Canadian pro- 
vinces—who are employed in the watch 
factories and have no interest in 
Waltham affairs. These men do not 
bring their families with them, but re- 
side in large boarding houses. The 
homes of the city may all be reached by 
a smaller newspaper circulation than is 
generally the case in a city of 25,000 
people. 

A druggist told me, when I first ar- 
rived in Waltham that the News prob- 
ably has the largest circulation in the 
city. I thought, however, that he was 


giving more attention to a circus parade 
that was 
query, so 


assing than he was to my 
waited until the excitement 
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had subsided somewhat before continu- 
ing my investigations. It may be worthy 
of mention that after the parade had 
gone nobody told me that o believed 
the News is on top in Waltham. In a 
bakery the proprietor thought the T1mes 
is the influential paper. In the Post. 
office a clerk didn’t think there was 
much. difference. None of them had 
3,000 circulation, he said, even though 
they might claim it. A barber, in 
speaking of the papers, only mentioned 
two, the Tribune and the 7tmes, and of 
these he believed the former leads. Two 
newsdealers said the Tribune has the 
largest circulation, and a third con- 
sidered it “hard to tell.” A policeman 
asserted that the Tribune is most reli- 
able, and reaches a better class of peo- 
ple than the other papers. 

Advertisers very generally believe the 
Free Press-Tribune is the best paper for 
their needs, The larger advertisers ap- 
peared to be quite sure of this, even 
be they use two, or even all three 
of the papers. The Times is believed 
to go into the working families of the 
city to a greater extent than either of 
the other papers. 

At the Times office I saw Mr. David 
Phillips, managing editor. When I told 
him that the publishers of the American 
Newspaper Directory had never received 
a circulation statement from _ the 
dimes, and accorded to it a “JKL” rat- 
ing (meaning less than 1,000 copies), 
he said that the circulation claimed for 
the paper varied from 2,000 to 4,000, 
“according to circumstances.” On ac- 
count of the peculiar conditions in 
Waltham he believes that a paper can 
cover the city thoroughly with 2,500, 
and he was frank to say that the Times 
does not circulate that number, I be- 
lieve, however, that the paper is print- 
ing over a thousand copies daily. It is 
the aggressive paper of Waltham, and 
within a few years ought to have more 
power than it possesses now. 

Mr. Eaton, manager of the News, was 
operating a linotype machine when I 
called. The circulation figures, set 
forth on the editorial page are 3,250 
and Mr. Eaton stated that these are cor- 
rect, though he expects to increase them 
a the coming year. I told him 
that he probably had a complaint to 
make about the “I” rating (meaning 
Over 1,000 copies) in the 1904 American 
Newspaper Directory, but he replied, 
“No—that will do.” And frankly, I 
agree with him, as it is evident that 
the News cannot prove an average cir- 
culation which would entitle it to an 
“H” rating, meaning over 2,250 copies. 

The manager of the Free Press- 
Tribune was out of town, the young 
lady in the office said. Outside I learn- 
ed from two or three sources that a 
circulation of 3,700 copies or so is 
claimed for the Tribune, which, I_be- 
lieve, is excessive. However, the Trib- 
une, is the most influential paper in 
Waltham, and should be chosen by an 
advertiser who wishes to enter that field. 
Of Boston papers the Globe leads in 
sales, excepting the American, and I 
should place the Herald next. 

or 

A MAILING card on wood, athena’ to 
retailing uses, is a novelty supe 


: ied by 
the Burton Printery, Madison, N. Y. 





























“Quatity” is a booklet from the 
Schenectady Gazette in which that pa- 
per’s policy of selling a newspaper on 
its merits, without circulation schemes, 
is emphasized. The argument is good, 
and the typographical dress more than 
tasteful in its quiet simplicity. 

oe i liad 

An intelligently written little history 
of asphalt has been made the basis for 
some technical arguments demonstrating 
the durability, economy, etc., of asphalt 
roof and machinery coatings, made by 
the Elliott Varnish Co., Chicago. 








Classified Advertisements. 


Advertisements under this head two lines or more 
without di lay. 10 cents a line. Must be 
In one week in advance, 


WANTS. 


WY ARTED- Adare of F. Ernest Wallace, ad- 
Printers’ Ink. 
ANTED—One or more good staple articles or 
novelties for mail-order business. HOW 
ARD P. DIMON, Traymore, Atlantic City. 
ORE than 244,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


“establishe Pear eae XCHANGE. 
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Ye and Newspaper Publishers: Do 
you want a co’ ndent or business rep- 
pe ape eel or both—in New York! Thor- 


experience on leading New pane dailies. 
Sddiress PBUSL NESS,” Printers” Ink 


AP graduate, ales position desired by Powell 
graduate Technical graduate in me- 
chanical enginee: cline ry wens F preferred ; 


experienced inn ress 
Waa ot Printers’ Ink. 


3 youne MEN ABD WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified co! 
umns of PRINTERS’ INK, the business journal for 
advertisers, published "weekly at 10 Spruce 8t., 
New York. ‘Such advertisements will be inserted 
at 10 cents per line, six words to the line. PRINT- 
Eks’ INK is the best school for advertisers, and it 
reaches every week more ompiovieg advertisers 
than any other publication in the United States. 


ANTED—Clerks and cehers with common 
school educations only. who wish to qual- 

ify for ready positions at $25 a week and over, to 
write for free copy of my new prospectus and 
endorsements from lea a every- 
ees. oa” graduate fills nace another 

any number earn 1 The best 

Siothing aa writer in New York aos his suc- 
in a few sponte to my teachings. We- 


mand ek ie eupelt. 
GEO ELL, Advertisin: ond Busi- 
ness om Ay 82 Temple Court. New York. 


A a og raent posit “ys it 1 If 
w our present position or salar 

not, wri Zeorent Us ice for vn We! have 
advertisin 





ed 1898, represent: work- 

ers in all departments. | § Sond for Pooklet. 368 
Main S8t., Springfield, M: 

ANTED—A complete ce aGreotyping outfit for 

¥. FLay J press ; => be in oe conden 

and cheap be 

F IELD. Room 53 tribune ibune Building, Tow York. 


IRST-CLASS adwriter desires ition with 

ood Boston house—dry goods, clothing or 

manufacturing: concern. Original and — 
tent. Address “A. W.,” care of Printers’ Ink. 


ee by young man now employed as 

stant manager r and a. man; 

Sen aa ti to paper or any 

of its fepari ments: — reference. "Address 
“K. E. H.,” Printers’ Ink. 


‘THE attention of genbiitons advertisement 

writers is directed to the offer in this issue, 
under heading “Advertisement Constructors,” 
wherein five hundred and sixty dollars is offered 
for the preparation of six advertisements 


ws ere ae case of bad health that pirane 
ES will not benefit. A hundred 

mi ena ~ on Tabules have been one = a —_—— 

Bava and a package containing te 

ught at any drug store for five ents. 


ANVASSERS wanted for subscribers for a 
leading and long-esta -established New York 
religious family wee! ud Bg liberal com- 
mission will be pai Can work in your own 
geamoornees. Sateen, with references, JOHN 
. 





RITCHARD, 121 Tribune Building, New 


ANTED—A manager for a Southern adver- 

tising agency. ill give ri ~ man with 

a little money an inte Business is most 

promising, and an excellent opportunity fora 
young man with abili meray to make 

od money. Ad Lens “ - ERTISING 
GENCY,” care of Printers’ Ink 


Qyraes adozen years in one position, a young 

who knows something about advertis- 
ing, —— and the business end of the daily, 

to change and get with reliable paper. 
Have hustled in the past, am doing so now, yet 
I want to hust! le for some one else in another 
field. Address “!'HOMPSON,” care Printers’ Ink 


OUBLE your income by starting a MAIL 
ORDER BUSINESS. Why waste your spare 
time and energy when a smal! outlay starts a 
permanent, profitable mail order business jf 
your own town?! Successful NEW system. 
catalogues, stationery, advertising, Pot | 
our stock. eee ‘line merchandise. 
Send stamp for catalogue and instructions. 
GiioaGe SPECIALTY CO, (Est, 1885), Chicago, 





Pp 7, 000 
men, ph men, salesmen, ae Techni 
clerical and executive men of all kinds. High 
grade oe 

APGOODS (INC.), 
Suite 51 1500 Broader ay. New ton 
Suite 85, Pennsylvania Bldg.. Phi 
o' nock Bidg "Chienge. 
suite 1326, Williamson B ae. ‘Clevelana. 
Pioneer Bldg., Seattle, 








PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 


+o 
MAIL ORDER. 
ATEST and best mail-order article. Sample 
for 10c. H.R. BROWN, 516 Fifth Avenue 
Southeast, Minneapolis, Minn. 


AIL-ORDER_ MEN—For 2c. silver and a 
stam) 


ped addressed envelope I will send you 

“That Clever Idea,” — sold for $5. Address 
DP. HOLM 

Lexington, Neb. 


G™D me. 10c. for 12 numbers of THE BUSINESS 
Its brimful of money-making 
ideas for hustling meg = en and Tail-order 
men—ti inside tips, that produce ness. 
And in its columns subscribers will be given free 
advice, su; tions and criticisms as to their 
plans and literature. hed apne they ne, “three back 
numbers with each hae a ag 
THE B SINESS ARENA, 
129 Haverhill Street, 
wrence, % 





ADVERTISEMENTS WANTED. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 
CEDAR CHESTS. 


J bag + Freely Cedar Chests—Made of fragrant 
—- :~ C4 ag absolutely proof 
oprings s low. Send for booklet. 
DMONT PURNITORE CO., Statesville, 








PRINTING. 


R Headings, Superior Bond Paper, 10 

Ibs., black ink, printed. 5,000 at Sak 10,000 

at $1.50; lith pyr at $3.50 or $2.90; printed, 

black and , at $2.30 or $1.85. Deliver free, 106 
miles. KING, 105 William St., New York. 





36 
B 


PAPER. 


BASSETT & SUTPHIN, 
45 Beekman St.. New York Cit 


Coated a specialt, Diamond Perfect 
White for bigh-grad Re cataloge 
omaha 
INDEX CARDS. 


1”, ae would save ong > eg on your index card 


suppli o, way Gives tem 

STANDARD INDEX CARD CO., 

ttenhouse Bldg., 
Mfrs. of Index Cards exclusively. 
Ro emmeenael 
MAILING MACHINES. 
TS L annndy MATCHLESS MAILER, lightest and 

giz. F. 


quic Price J. VALENTINE, 
Mfr., 78 Vermont St, Buffalo, N. Y. 


Foal oneallae 
ADDRESSES FOR SALE. 
2000 "mossy NAMES and addre Le ay’ Pa. teachers’ 


untry, for 25c. postpaid. 
AUPPE:s 214 it South llth St.,Reading, Pa. 
= 00 NAMES of low Iowa farmers for we 
Moines, Towa. Names c y 
Moines CaPitaL for use in soliciting _ 
by means of sample copies. $1 a th 
james sent printed. Send for sample. 


3. 50 ja eet Iowa Farmers, all 
taxpayers, names and correct ad- 
p kta pater township headings, book form, just 


out. paid, $5; remittance sewith order. Iowa 
farmers wil) harvest a record-breaking crop this 
ear. JAMES E. DOWNING, Messenger Block, 


‘ort Dodge, Iowa. 
eS 
HALF-TONES. 
Ww. wots & like to estimate on your half-tones 


ei’ r the new ree or other work. 
Soa ENGRAVING CO. . 61 Ann St., New 
ork. 


EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when ¢ cash ‘accompanies the order. 


KNOXVILLE ENC 
KNOXVILLE GRAVING CO., Knoxville, Tenn. 


——. 
PROPRIETARY REMEDIES. 


HE BLUE GLASS INHALER. A new thing. 
For all those thi ngs for which an inhaler is 
, this is the best tever was. It isa germ 
jestroyer and nose tT ~ a remedy for colds, 
tonsilitis, ronan . y fever and 
eve isease Of the tho threat, neve or air passages, 
Better than a pak od — pone throat. a... bg 56 
—.. Sent by mail b: manufac 
price: ‘alow TH 'E RIP RI PANS CH CHEMICAL 
ube PA VY, No. 10 wereied 8t., New York. 


CIRCULAR DISTRIB OTORS. 


ANTED circulars to he oy at be Big 
Laurel County Fai attendance. 
ork done in a 


he 





CIGARS. 


Toa tn no style to to Old-Fashioned Panatelas, 

but _ is a lot of quality. Better than 

equal to yA ten-centers. 

a are Sou" ll like them, If 
— your money. 


na $2 tor 100, pr 
Send $2 for 1 
you don’t wes 


30-32 cummanael ine, Binghamton, =. %. 
aan eeaagfippeantenans 
DECORATED TIN BOXES. 


k ofttimes selis it, 
magloe how beautifully tin 





HE 
T You cannot im 
boxes can be decorated and how cheap they a 
until you get our samples and quotations. Last 
year we made, among many - = things, over 
ten million Cascaret boxes and on vas- 
eline boxes and caps. Send for by tin desk re- 
pnp he ne dl a It a aif AX. is free; so are 
any cnmrtee e 
CAN OrrEn R COMPANY, 
na Stree! 

Brooklyn ork 
—- largest ‘maker of Tin Boxes neues of the 

st. 
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BOOKS. 
a A ow pag ere book mailed 
& A. B. LACE eae and 


Trade Mark ‘Tixperte, Washin Washington, bc 
gel te nc of tha ADVERTISING MAN—Ever 


ithe lack of technical Pout ye know!l- 
sfeet _ Concerving ” will put you wise, 
postpaid A.S8. BA ELL, 167 St.,N.Y. 


ITY and Rural Mail Route Directo: tory. A 
limited number of directories of the city of 
blished 1903, 


Goshen, Ind. :10.000 population), pu 
Also contains nog > ng routes o bay of Goshen. 
3,112 rural nam s directory, waile it lasts? 


sabes postpaid WELL rs E BOYLAN, Goshen, Ind. 


ADDRESSING | MACHINES. 


A besmeare MACHINES—No type used in 
the Wallace stencil addressing machine. A 
card index system of addressing used by the 
largest nap aan owt the country. Send 
ressing done at low 
z 00. a Murray 8t., New York; 510 
Pontiac Bldg., Chicago, Ill, Th. 
[PHE STANDARD AUTO AD ADDRESSER is a high 
speed ad ng —, run by motor or 
foot power. System embodies card index idea, 
Prints visibly; perforated card used; errors im- 
come operation simple. Correspondence so- 


B. F JOLINE & CO., 
123 Liberty St., New York. 





PRINTERS. 
PpRirens . Write R. CARLETO: 
Neb., for copyright lodge cut akeoee 
afin 
PREMIUMS, 
RITE for information 1 


seeneting our pre- 
Pn. and G0. 0 Michi 


D MFG. CO. St., Chicago. 


ora pene gy ‘S NEW PREMIUM CATALOG, 
ns musical instruments 





le eo year by one firm for 
Se Write for 1UM CLERK, 
yon & Healy, 199 Wabash Ay ive. on elas 


oe goods are } are trade builders. By a 
san 

publishers and others from ‘the foremost vo La 
= wholesale dealers in 





welry and kindred 

nes, 500-page list price a — e, 
published yea & issue now lo 
F. MYERS CO.. 46w, 48-50-52 Maiden Las Laue, N.Y. 





SUPPLIES. 


D, WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more mag- 
azine cut inks than any other ink bouse in the 
trade. 
Special prices to cash buyers. 


Gap stamp for free sample 
Cold Water Paste. Itisa dry powder, seney 
to use gt by —_ 4 water. Now: 

no odor. ‘ora BERNARD: 
HOLMES ‘i NOY, 46 ‘Noval 46 ‘North te St. » Chicago. 


[-pozme—4 non-explosive, meh sub- 
stitute for lye and gasoline. Doxine re- 

tempers and improves the suction rollers. It 
will not rust metal or hurt the hands. RKecom- 


of Bernard’s 


Clinton. Ta. 


ADVERTISING NOVELTIES. 
YSTIC pL peter paversicing, Bes ner. 


66 
elty. famosa A ang 
ar ” catal K SO LIDAY Kov. 


ELTY ADVERTISING % WORKS, Knox, Ind. 
——- yy ~ ncils sd =r 
Rs 8, - pe y My 
a. are 7 any house in ies country 
M. GI ILBERT, 2563 N N. Dover St., Phila. 
prentee += ir business with ateevtiaie: 


ovelties. them direct. th make pen 
holder, toothpick nail file, 
Sample of éach, 10c. 





in leather case. 
KENYON, Owego, N.Y. 


J. 





























PoyyERow SIGNS; intent, chea 

le and e indoor Com. 
plete line of Seon Novelties and Buttons, 
samples free. F. F, PULVERCO., Rochester, N. Y. 


poet latest novelty, Color Barometers. Can be 


SO 3 


sone bth, above Chestnut, 
W Bie ior for Hook and & new combination 
and Bill File. Keeps your ad 
before the h wife and business man, THE 
WHITEHEAD wa HOAG CO., Newark, N. J. 
Branches in all large cities. cities. 
A DYERTIEIG CLOCKS— Our window and 
loeks have permanent advertising 
value. Estimates given le clocks or 
quantities Write for circular an — 
BAIRD MFG. CO., D., 20 Michigan 8t., Chicago. 
 e— Lag CONVENTION SOUVENIRS, 
from attractive, sub- 
stantial = , Kas Sample, ad World’s Fair 
souvenir, 10c. 
WICK HATHAWAY’S C’RN, Box 10, Madison, 0. 
H‘Y! you seen our Weather Barometer! It’s 
the slickest little advertising novelty built! 
Plenty of space for your imprint! 
Easy to mail! A business-size envelope will 
One-cent postage! 
Beats a calendar to pieces! Will last ten years 


carry it! 


or more! 
Note the low prices;; 
250 cost: $7.00! 
500 cost $13.00! 
1,000 cost $25.00! 
2,000 cost $48.00! 
3,000 cost $70.00! 
5,000 cost $115.001 
Including imprint! 
Less for more! 


Send two 2c. for a sample! 


LOUIS FINK & SON, 
Printers, 
Fifth Street, near Chestnut, 
Philadelphia. 





TOBACCO, 


L csgRious SMOKING — Froviged < zee use 


“French’s Mixture” 8: 
Made of finest and m 
and perfectl 


neh fly selected CT 


can’t buy it from dealers. We furnish ~e 
direct from ar. Highest grade smoking 
tobacco man’ 


actured. 
Delielously f mild, val full of fregrencs, and 
never bites the xe is nothing in 
smoking tobacco by bee omipares with it. 


“PNG TOBAC “G0. Statesville 


CO., Statesville, N.C. 
~~ - 
LETTERS FOR FOR SALE. 


| hey namee of women “women who buy by mail, $1 
~— bousands also 450 original — from 
ple who ordered a 


ING CO., 16 South ee Fitte oe Philadelphia. 


PRINTERS’ INK, 





PRINTERS’ SUPPLIES, 


N NATIONAL TYPE WASH. 
mi wane Crystalline Powder, very soluble 


ms 

One i of National Type Wash makes e’ ~4 
yt = Draee, a fraction more 
One It is Obvious that its use 


printing off ‘ofices Fan 3 cleaaing pati will of 
‘ect as sav 
It will not injure type, brushes, rollers or the 


nds. 

Also lessens cost of fire insurance. 
BETTER THAN LYE. 

Practical tests have <egponcereied the absolute 
superiority of pm ae | ~~ h to all other 
reparations di purposes. 
inters ad oan ror are enthusiastic in com- 
mendi 

It wil ne not deteriorate in strength and effect- 
iveness if ex; to the air. 
Price 10 cents a come 
Manufactured by 


NATIONAL CHEMICAL Co., 
Chestnut Phila., Pa. 
otal I ita. H. 


ational Type Wash isa j is a powder put up in one- 
—_ paper cartons and 8 po ond a ihacae 
e ahiy, t to reliable parties acase ‘on to 
No Good—No Pay. Price 7 cents per pound. 
AGENTS WANTED. 











38 


TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (©@). 253 Broadway, New York. 








FOR SALE. 


ITLOCK Cylinder Press, in good condi- 

on will be sold cheap; two- revelation 

trip, bed $2 in. long, 47% in. wide; formerly 

used in printing the Star. Address “STA,” 
Poughkeepsie, N. Y. 


1E 700 ONLY $700 cas $700 cash, balance to suit 
ae a first-class Goss Perfecting 
A r 8 pages, 6,7 or 8 columns 
wide, By entire serentyp "outfit complete, 
includi ng c chases and form tables; all in cece con- 
dition. a peters, ete. ee go with p’ 


horse pow ¥ speed 7,00 to 10,000 ler © bour. 
Address PRESS, , rrin 


ALIFORNIA CLASS PAI SaPER-I have been 
authorized to offer for sale or re-organiza- 
tion a horticultural and 06, Publica weekly 
with paid list exceeding 10, Publication is ot 
hig! > pon med and well established. ge 


Broker, Riverside, Cal. 


——————_o—__—_—_ 
RUBBER STAMPS, 


ORTY CENTS pays ys for a a rubber stamp fac- 
simile of your 5 Lf a ——r 
3 inches, 10 cents a line. All 

Ask for catalogue. A. EMBREE PRI TING ¢ CO., 
Belton, Tex. 





INSTRUCTION BY MAIL. 
yea CAN READ PEOPLE at a glance. 


WE GaN TEACH YOU to read cn ~ like open 
- books—to pally their characters, talents, strong 
and W 

TAKES ONLY TEN WEEKS and $10. Easy 
study and easy payments. We deliver the goods 


or refund. 
NO NONSENSE about our method. No palm 
istry, astrology or — — Based on physi- 


scien 
olow Ost OCENT YY YEARS. Pupils all over 
world. Only to pow dag Mention P. I. and 


sample a 
- BCHOO L OF "HUMAN NATURE, 
Athens, (ia. 


—__+or—_——- 
DESIGNERS AND ILLUSTRATORS. 


ESIGNING, illustrating, engrossing, illumi- 

nati oy lit ogra hing, art print- 

. THE KiNSLEY STUDIO, 245 B’way, N. Y. 
RES = ipa Sag 


COIN CARDS. 


~ Less for more; any printing. 
THE COIN WRAPPER CO., Detroit, Mich. 


i. os 
HOUSE-TO-HOUSE DISTRIBUTING. 


i i - is only one agency that has an estab- 
hed r foras house-to- 
house distribution of advertising of all descri 
tions in all towns and cities of ~ rtance 
the bef mg States. yp 4 yesee matter is 
placed by men who are reliable, experienced — 
Ono = e this an exclusive business. Can 
references from many leading advertisers. 
WILL A. M . 
National Advertising Distributor, 
442 St. Clair St., Cleveland, O. 





ei es 
“STUDY” PICTURES. 


E ARE PREPARED to furnish advertisers 
original subjects in rich study vanaree, 
week appeal to human nature because they a 


ral 
Our subjects have never been inprint. They 
make fine illustrations to -. in ——— 
with eo” * jieces, han, “House 
te. sell them wit er without 





Organs,”’ 
copyright ri Wy 
for further information and examples 
of their use. 
THE WATKINS COMPANY, 
Promoters of Publicity. 
Pure Bred Record Bidg., Station K, Chicago. 


PRINTERS’ INK. 


CLASS PUBLICATIONS. 


ARDWARE DEALERS" 1 MAGAZINE. Cireu- 
lation 17,000(\@@). 253 Broadway, New York. 





MISCELLANEOUS. 


2 5 anast Household Reci Recipes, 25c. each; 6 for 
00. Send for list, i 3 EUREKA SUP- 
PLY oe. Box 411, Trenton, N. J. 





NEWSPAPER BROKER, 


UYERS and sellers of newapenee properties 
get soommee * to their mui advan 
without publicity, Ls my successful — 
Large list of properties and long list of buye 
Can I be of assistance to you! B. J. KI “ost rN, 
Michigan Newspaper Broker, Jackson, 


PE SE 
ADVERTISING MEDIA, 


CENTS per line for ggrecticing in THE 
JUNIOR, Bethlehem, Pa, 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@@). 253 Broadway, New York. 


NY person hp oe) in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year 


+ ge TROY (O.) RECORD publishes an average 
f from 25 to 75 more local and county news 

subjects than any other small town daily. The 

RECORD’S average is more than 100 each issue. 


i ig] TALE, Ashland, Oregon, has a n- 
teed circulation of 4,500 copies each issue. 
Both other Ashland pa) papess ate are rated at less than 
1,000 by the American New \n Newspaper Directory. 


3 INCHES 1 month in I in 100 Illinois country 
weekly newspapers, $50. Total circulation, 
100.000 weekly. talogue on application. We 
have other lists in the Middle West. CHICAGO 
NEWSPAPER UNION, 10 Spruce St., New York 


35000 GUARANTEED circulation, 25 
cents a line. That’s what the 
PATHF! NDER offers the advertiser every month. 
Patronized by all leading mail-order firms. If 
you are aphrertieg aod do not know of ~~ 
PATHFINDER, you are missin rite something 

Ask for sample and rates. K 
Washington, D.C 


—_+o+___—_ 
ADVERTISEMENT CONSTRUCTORS. 
yor. sample ads, any baginess, $1. J. H. 

LARIMORE, Westerville. 

RED W. KENNEDY, 171 7, ii Washington St., Chi- 
cago, writes advertising—your way—his way. 
ENRY FERRIS, his [FF] mark 

Advertising hed ong and Adviser. 
Drexel 


HE better class of cuts ae advertisements 
tor Banks, for retailers. THE ART LEAGUE 
is now at 656 Broadway, New York. 


I WRITE clear, forcible, convincing magazine 

and mail-order ads. For two years in Chas. 
H. Fuller’s Advertising Agency I wrote all the 
ads, booklets, follow-up letters, ctc., for the most 
exacting and particular customers they had, 
covering a very wide range of subjects, from 
pianos to patent medicines, health foods and 
coffee substitutes to canned goods and invest- 
ments. Never struck a failure. If youare very 
particular about your advertising write to me. 
Refer to Mr. Fuller if you want to. G. W. JOHN- 
STON, 1000 Boyce Bldg., Chicago. 


COUNSEL TO ADVERTISERS. 

A number of years ago I accidentally be- 
came involved in the pleasant work of —_ 
ing a large advertiser whom | am still 
in the same capacity. Without my cookin 
other clients came to me, including a few of the 
best-known advertisers in America, and I have 
served them all for about ten years and am still 
serving them. Now I can give an hour or two a 
day to another advertiser or r two. Will furnish 
new copy, originate designs, edit some one else’s 
copy. edit house use organ, or do any similar work. 

Ji work on trial for a while, or you can talk 
ee, - 5 of my 7 om seen. ane 

care lan Na m 12) 
Tribune > Bullding, New York. . 
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AIL ADWRITING is my qpoctaliy, Let me 

Rr itite yours. Ilcan ur business. 
GEORGE L. SERV! 

2835 Wyeninn 8t., St. Louis, Mo. 


VT. WRITING—nothing more. 
AP be Been at it 14 years. 
JED SCARBORO, 
657a Halsey St., — N.Y. 


ARE YO 
A If you are willi to pay m a trifle more 
to have J your advertis things” quite differ. 
Sh td I can be profit- 
little” pays me = 
make things wi ay B that is 
them out of the yo waste paper basket. id 
advertisers, remembering that omnes people treat 
trate 7 a paging me for cireaiar®, eto, 
econom, ing me for c' oe 
sufficiently atiraniee. to escape that “W. Pp. B.” 
If you suspect yourself of such a “willi ens” 
T'd be glad to mail youa lot of my “doings” for 
you to otedy yous ie eisure. | wonder if you 
1 = such . suspicion! No postal 


No. 10. WR aNCIS 1 MAUL 402 Sansom 8t., Phila. 


Ts JAMES R. ARMIGER OO., the Jewelers, of 
Baltimore, want a oe klet scheme to cover 
October, November 


Re on -=4 





lead up from the 


ope! season in mber to the holiday 
season in December. ey will want four book- 
lets of 4,000 each month—booklets, not cam 


reag the ges for 35 years and know tll the 
old ee wal sare want eometiens me new. All 
ns 


be held to we 8 perty of 
Seeaee un poaseaed oe 
THE jx S R. ARS IGER CO. 9 
N. Charles St., Baltimore, Md. 
© ADVERTISEMENT MENT CONSTRUCTORS 
am and other, 
BEST ADVERTISEMENT. 
100 For THE SECOND BEST. 
EACH FOR THE NEXT FOUR IN MERIT. 


For the peepee of encouraging amateur a: 
vertisement rs, as well as inviti. 


constructo the 

Rid of the masters of the profession, the Ripans 
Chemical Company will, Within the ‘next twelve 
months, pay ten dollars each for fifty- — adver- 
good ae a tats aicth wsteg, and pay foes Gey 
enough to be wo rom day 

day as acce ard at thet end Slavens 


| tt 2, 1904—will award and Pay $500 in 
rizes for the six best and most effective 
adve ments that have been submitted. 


The advertisements of the Ri Tabules 
have been before the public for twelve years. 


They were the first largely adv. vertised propri- 
etary medicine ever sold in tablet form. 


They were the first remedy for dyspepsia ever 
successfully popularized tt through advertising. 


They are the only proprietary medicine ona in 
the drug stores at so jow & a price as five cen! 


oo tat i ~ re psi + nag orn | 
oO ules, aS & a remedy, have 
been received at office oF t the Ripans Chemical 
Company in twelve months. 


Ahundred million Ripans Tabules have been 
hased oa drug 


pure stores in the United States in 
asingle a 

Every d store in n America sells Ripans 
Tabules, and can give names and addresses of 


persons who have been benefited L/ their use. 
pinterviows with su persons furnish the 
perial for effective oa of 
Ripaos Tubal Eac seems pe- 
points, ‘put when presented to tothe public in in 
an advertisement appeals to a ey others 
_— isely like it who had thought themselves 
only ones who suffered in t p y- 
The remedy that cures or relieves one is a boon 
to every other person living under similar con- 
ditions. The advertising value of individual 
cases can hardly be overestimated. 


Address all communications to 
CHAS. H. THAYER, PRESIDENT. 
THE KIPANS "CHEMICAL COMPANY, 
No, 10 Spruce 8t., New York. 


PRINTERS’ INK. 
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of Gavding 
us to e your 
thereby 


Pr yn employ. os staff 


n you 
business order pe blicity ° 
facilitate their ork. . 


It it 4 not feasible to employ a large J 
staff of traveling men = you work 
altogether for a direct mail business— 
you can use us for the same purpose. 


If you wish to reach trade that is not 
covered, or is insufficiently covered, by 


traveling men—we can study out the 3 
best methods of doing it. af 


Domne 
wWaww 


We have as clients a number of large 
manufacturing concerns for whom we 
do various kinds of advertising work. 


For poe we sell goods almost 
3 wholly by 


3 For others we do missionary work as 
an aid to their salesmen. 


For still others we do good adver- 


3«=sotising «on general pi ples—as a 
3 matter of a pure and simple: 
work t es the house — L- 


goods ponte on, pomereet, pee 
will; gives it t distinction. ‘ot 
& live, aggressive, mod 


Mice wieliamh ear 
3s vertiser—a valuable to any busi- 
ness concern. 


Our qualifications for doing this 
work lie in this fact—we know the field 
intimately from long experience. 


‘ive ery cans close personal 
ommilan Our methods =o broad, 
constructive, enone comely re- 
moved from the ordinary type of 
superficial adsmithry. 


bow fe =Jo oho =ho~ho=)o~ ho =)o- hon )o- hos Jos ho= hoofs hn =) hn oho = hoo) hoo) ha) s 


We especially seek as clients manu- 
facturing, br gem ane 


other con- 
—_ who ar e, who believe 3 
adverti . and ‘who have 4 


BOWE eereewernw 


right goods to back up our earn 


inh) 


PP ni ny ay ond, erecting Hie 
e have some interest jiter- 
ature for the proprietor or = 

3 of any business who writes an auto. 
3 ae letter on any business station- 


EDMUND BARTLETT, 


Plans and Hi fp Gcede Literature for 
vertisers, 


150 Nassau Street, New York. 


joke choke] 
ZWD WWWWNDOW Teen wwww 
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JOE IS FEELING GOOD. 
New York, July 11, 1904. 
Editor of Printers’ INK: 

Relegate to innocuous desuetude any 
apprehension or uneasiness born of un- 
certainty as to the financial policy of the 
the next administration. 

Judge Parker’s unmistakable declara- 
tion of attitude and policy on the mon- 
ey question and the remarkable and op- 
portune method of its promulgation 
should set at rest any fear of fiscal dis- 
turbance and restore the confidence and 
assurance that existed right up to the 
first sign of convention preliminaries. 

We already know the Roosevelt atti- 
tude, we have now learned the Parker 
attitude, so whichever may be elected 
the continuance of our country’s suc- 
cessful financial policy is absolutely cer- 
tain in so far as the Chief Executive 
is a factor. 

So oil the wheels of the big produc- 
tive machines, put on extra steam, ex- 
tra workmen, extra salesmen; cheer up, 
stock up, circularize, patronize, adver- 
tise. 

No time for croakers now, no sense 
in looking melancholy-wise and “going 
slow”; every sign from the ground up 
justifies expectation of greater prosper- 
- than ever before for this great, 
glorious country of ours. 

It is to laugh at the pessimist—pros- 
perity is now as immutably certain ag 
any other natural law. 

Yours truly, 
JosepH Gray KITCHELL, 

President The George Ethridge Co. 

——_+o- 


Tue Ely & Walker Dry Goods Co., 
St. Louis, is mailing to customers a large 
souvenir album of the Exposition, show- 
ing all the buildings and giving a com- 
plete history of the big show. The 
production also has high advertising 
value, for in its pages are printed views 
of the store and its many departments, 
with portraits of officers, department 
heads, traveling salesmen, etc. Some 
of the pictures connected with St. Louis 
history were taken from rare prints, ob- 
tained at considerable expense. 

co 


A LARGE combination map and folder 
from the Ralston Realty Co., San Diego, 
Cal., describes that concern’s subdivision 
at University Heights, shows pictures of 
homes already built and other improve- 
ments, and deals with the home-building 
proposition in a direct, forceful way. 





PRINTERS’ INK. 


Displayed Advertisements, 


20 cents a line; $40 a page; 25 per cent extra 
Sor specified position—i/ granted, 
Must be handed in one week in advance 


HANO 


Modern Manitfolding 
Business System for 
Avoiding Disputes 
with Customers 


PHILIP HANO @ CO. 
806 to 814 Greenwich St. 











YOU CAN GET BUSINESS FROM 
Over 1,100,000 Homes 


Sunday School Times 
Presbyterian 

Lutheran Observer 

Christian Standard 

Baptist Commonwealth 
a Recorder 

Christian Instructor 

Lutheran 

Methodist 

Heidelberg Teacher 

Advanced Scholars’ Quarterly 
Intermediate Scholars’ Quarterly 
Junior Quarterly 

Heidelberg Home Department Quarterly 


22 


Christian Advocate 

Epworth Era 

Children’s Visitor 

Sunday-School Magazine 

Senior Lesson Quarterly 

Intermediate Lesson Quarterly 

Home Department Quarterly 

Methodist Review Quarterly 

We Shall Be Pleased To Hear From You. 32 


THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a Pa. 








USINESS 
RINGERS 



































ROWELL’S 


American Newspaper Directory 


For 1904 
THIRTY-SIXTH YEAR—IS NOW READY FOR DELIVERY. 
Price $10 net cash. 


Checks may be made payable to 
Chas. J. Zingg, Business Manager Printers’ Ink, 10 Spruce St., New York. 
























PRINTERS’ INK. 


Do Better 
Next Year 


If you were among the many whose 1904 advertising was 
carried on in a slipshod, haphazard, disconnected manner, you 
certainly realize that such a course doesn’t produce results, 

Don’t make the same mistake for 1905. 

In order to get the maximum of results for your appropria- 
tion, every bit of your 1905 advertising ought to be part of a 
carefully constructed plan—a plan embodying not only the items 
of copy, illustration and media, but all of your follow-up work 
down to the smallest detail. 

The preparation and execution of such plans is our specialty, 
and an inquiry from you will bring a response that will convince 
you that we understand our business. 


THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City. 
No. 210 The Arcade, Cleveland, 0, 














PLAYING THE BABY ACT 


NorFoik, VA., July 5, 1904. 


Albert Nathan, Esqr., 
New York City. 
Dear S1x:—Your new price list of inks to hand and noted. 
You must have been up in the Catskills asleep for the last ten years. 
Printers Ink Jonson has been going the same thing, as you propose 
to do, for many years and saving che printers of the country the 
enormous profits made in the ink business. From your circular 
it looks a little like you thought you had originated this saving on 
inks. Yours truly, Wa. N. Gruss. 
Mr. Nathan’s story reminds me of the small boy bellowing “ Mister, 
I didn’t do it, ’twas the other fellow.” He admits that for twenty 
ears he has sold a small ocean of printing inks at high retail prices, 
ut accuses the typefounders, salesmen and advertising agents of 
having absorbed most of the enormous profits, leaving him only a 
meagre living. For ten years past I have been pounding away at the 
printers telling them of the advantages of buying for cash in advance, 
while Mr. Nathan sat in his easy chair, laughing at the ridiculously 
low prices for which I sold my goods. _Send for a copy of my price 
list and compare it with my imitator. He agrees to pay the freight 
on every order over $3.00, but you will find his figures from twenty to 
fifty per cent higher than mine. Pay me this excess, and I will gladly 
stand all charges, and have enough left to make a handsome profit. 


Address PRINTERS INK JONSON, 17 Spruce St., NEW YORK 





42 PRINTERS’ INK. 





THE RETAILER—HIS PROB- 
LEMS 





What is the secret of the big 
store’s strength? Its bigness, do 
you think—or its prices—or its lib- 
eral advertising, special sales, trad- 
ing stamps, premiums? 

Not at all. 

These things are simply attrac- 
tions—details of the secret. The 
real inner reason for the big store’s 
hold on the public is that within 
its walls there’s always something 
doing! 

Advertising? Why, of course, it 
attracts—but only because it tells 
about something doing. Go to the 
skilled advertising man in a big 
department store, and tell him that 
a certain department is doing well. 
Ask him to help it along with ad- 
vertising. Will he? Not if he 
knows his business. On the con- 
trary, he'll leave that department 
out of the daily ad. until its man- 
ager has begun to make things 
happen in it. 
Special sales? What in the 
. world are they but the very. quint- 
essence of something doing? Pre- 
miums? Trading stamps? Pshaw! 
You can’t get anything for noth- 
ing. 

* * * 

Listen ! 

Years ago the department store 
was nothing but a dry goods shop, 
and had just two busy seasons— 
spring and fall. There were long, 
dull months in between times. By 
a process of development, howev- 
er, and through enlargement and 
advertising, the original dry goods 
shop managed to provide merchan- 
dise events to interest the public 
every day in the year. The adver- 
tising man will tell you that hz 
did it, and the buyer will swear 
that it was done by merchandis- 
ing. Both of them helped, but the 
whole thing really developed along 
a dozen channels, growing out of 
the discovery that people would 
come to a store where there was 
something doing, no matter what 
the season. The big stores have 


grown just as fast as they have 
been able to develop ways of pro- 
viding live merchandising events— 
general activity—human interest. 
The art of providing these at- 
tractions has been reduced to ex- 








act principles. Monday morning, 
bright and early, the public is on 
hand to see the goods offered in 


Sunday’s ads., and from that time . 


until Saturday night, when it goes 
home with things to eat and wear 
on Sunday, the something-doing 
element is worked ceaselessly, 
There isn’t a woman in all this 
broad Yankeeland but what thinks 
of a tour through the big stores 
with anticipation. Even if she 
hasn’t read the morning ad., she 
can go down town confident that 
there will be something worth go- 
ing for. 
* * * 

Well, what has all this to do 
with the little neighborhood retail- 
er out on Crosstown avenue? Do 
you think that he can turn his shop 
into a department store? 

Precisely. 

For he can provide his smaller 
public with this very attraction of 
something doing on a small scale. 
He works under a disadvantage— 
but not the disadvantage that he 
thinks is the main ene. It isn’t 
his inability to advertise in the 
newspapers that keeps him back, 
nor his inability to compete on 
prices. His real handicap lies in 
the fact that he has never discov- 
ered what a lot of response there 
is in a public when you sincerely 
try to show people that you are 
alive, and that there is something 
doing in your neighborhood store. 

One very potent form of some- 
thing doing is that cf the special 
sale. Now, to most small mer- 
chants, the very word “sale” car- 
ries the thought of ruinous prices. 
But price isn’t everything in a spe- 
cial sale. Why, some of the most 
successful “sales” are those based 
on regular prices—just a method 
of inviting attention to the strong- 
est departments or certain season- 
able lines of goods. There’s a big 
store in Philadelphia, for example, 
that sometimes devotes a whole 
page in the Saturday papers to a 
description of its corset or book 
department, with never a price at- 
tached. Just as pure descriptive 
reading matter it creates business 
that can be traced in those depart- 
ments for weeks afterward. 

The neighborhood store out on 
Crosstown avenue must go to work 
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in pretty much the same way. The 
public doesn’t expect such com- 
plete lines as can be found down- 
town. It buys there as a matter 
of convenience. The articles that 
people go downtown for must be 
dropped, and the lines that they 
buy near home, as a matter of con- 
venience, built up so that there will 
be no need of going downtown for 
them. The taste of the neighbor- 
hood must be studied, and its 
wants anticipated. Then, when the 
stock is right, the neighborhood 
store can let people in its vicinity 
know that it has joined the some- 
thing-doing class. 

Remember, the people who live 
off Crosstown avenue have usu- 
ally had every encouragement to 
regard the stores on that outlying 
thoroughfare as “dead _ ones.” 
When a spool of thread is wanted, 
or a bag of table salt, they use 
them, just as a hatchet can be used 
to open a can of tomatoes in an 
emergency. As for going in and 
asking for something really up-to- 
date, however—well, what would 
be the result in most stores of this 
type? The public has often tried 
to interest the Crosstown avenue 
dealers in their own stock, but usu- 
ally without success. So it wants 
evidence of something doing be- 
fore it comes again. 

+ & * 

It is surprising how little real 
activity in a neighborhood store 
will attract attention. It’s easier 
to make a commotion in a fish 
globe than in a mill pond. Activ- 
ity isn’t necessarily a page in the 
newspapers. It may be simply a 
window display of goods that ev- 
erybody is thinking about this par- 
ticular week. It isn’t cut-throat 
prices on these goods. The con- 
venience of buying them right near 
home is worth something, even to 
the confirmed bargain hunter. It 
isn’t bigness, for the personal note 
in the little neighborhood shop is 
something that the big stores can’t 
copy ; the bigger they are the farth- 
er they get from it. 

Something doing at the neigh- 
borhood store may be just a circu- 
lar distributed a few blocks on 
each side, or a new window display 
each day, or a demonstration of 
Some interesting goods once a 
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week, or a special sale with live 
features, or a guessing contest, or 
thirty pounds of sugar for a dollar 
with each five-dollar purchase. 
Something doing is just activity— 
alertness—responsiveness to the 
needs of the people roundabout. A 
very little of it sets the store in a 
class by itself, and about half as 
much keeps it there. 

This may read like theory, but 
it’s hard fact. 

The little neighborhood shop- 
keeper may say: “Oh, tush, I 
tried that once, and it failed.” Per- 
haps it did. Things have a per- 
verse way of failing the first time. 
But did you find out why it failed? 
That was the real point. Many a 
merchant has built a substantial 
success on the experience drawn 
from failure. 

Try again. 

Get busy. 

Do something. 


PE “FN 
ADVERTISING SPACE NEEDS AD- 
VERTISING. 


As a rule, when a publisher does ad- 
vertise, he “trades it out.”” When cash 
is paid, it is usually for some “graft,’’ 
such as a directory or house organ. 
The publisher buys space in this way, 
but not publicity. Profitable publicity 
for publishers must be purchased on the 
same basis as for any other line of busi- 
ness—so much quality and quantity for 
so much money. It should be planned 
as intelligently as that for a general 
proposition. The publisher should in- 
sist on a statement of actual circulation 
from every trade journal, should ask no 
favors—pay for what he gets, and be 
sure he gets what he pays for. He does 
not want to reach other publishers, : spe- 
cial agents, or even general agents—to 
whom the circulation of the majority of 
advertising journals is confined; he 
wants to reach as many advertisers as 
possible. The publisher should keep his 
proposition constantly before advertisers. 
He should show them that he not only 
sells advertising space as a good, sound 
business investment, but that he buys it 
on the same basis—that he believes in 
publicity. Advertising and soliciting go 
hand in hand. Advertising sows the seed 
and soliciting—the kind that keeps per- 
sistently, permanently and patiently at 
it—reaps the harvest. My advice to the 
publisher, the same as to the advertiser, 
would be: “Advertise to-day; advertise 
to-morrow; advertise —— day. Stop 
trading, and buy your publicity as care- 
fully as me purchase your ink, paper or 
type."—M. Lee Starke, in Newspaper- 
dom. 








~~ 

“As Seen in the Home” is a_ neat 
thumbnail booklet from the Globe- 
Wernicke Company, Cincinnati, showing 
the decorative possibilities of sectional 
bookcases in the home. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Modesty is a quality that is} 
much admired even by those who 
do not possess or practice it, and | 
these boastful paragraphs sadly de- 
tract from the otherwise good ad 
of which they formed a part. When 
a man teils us he is a wonder, 
there i is a strong temptation to say 
“Oh, I don’t know;” but when we 
hear it from some disinterested 
person we are likely to think 
there’s something in it. If you are 
a public-spirited citizen, and do 
things to prove it, you'll never 
have to buy space in which to ad- 
vertise it; the news columns of 
your home papers, and those whom 
you have benefited, will take good 
care that it’s noised around and 
you will get all the credit that’s 


WHAT THE VOTERS SAID. 


In view of indisputable facts—that 
Blach’s petition was largely responsible 
for the calling and success of Monday’s 
election on the bond issue, these few 
comments we overheard will prove par- 
donable, we hope: 

“Blach’s petition did it.’ 

“Blach’s certainly hastens a lot of 
credit for this.” 

“They ought to call the new high 
school the ‘Fair and Square.’ 

“Blach’s are the kind of merchants 
to be proud of.’ 

“Hurrah for Blach’s.’ 

“Birmingham can sit Blach’s for 
the new schools.” 
Birmingham, Ala. 


coming to you. Somebody said 
“advertising is judicious boasting,” 
and so it is when confined to goods, 
prices, service, etc.; but it ceases 
to be judicious when ft gets down 
to exploiting the charities or acts 
for the public benefit performed by 
the individual merchant or firm 
that pays for the space. Beware 
of confusing your own personal 
horn with the megaphcne of your 
business—don’t get things mixed. 

If there’s any one thing more 
interesting than another, about ad- 
vertising, it is to know that a cer- 
tain ad has produced a certain 
number of dollars and cents in a 
certain space of time and at a cer- 
tain cost. The ad reproduced be- 
low ran once a week for six | 

















months in the Journal and Re- 
view, of Aiken, S. C., at a cost 
of $12 and brought new, cash trade 
during that time to the amount of 
$46.25, according to the calcula- 
tions of Mr. Goodwill, or nearly © 
three hundred per cent on the in- 
vestment. It is worth noting that 
the copy was changed often andthe 
question naturally arises: Would 
the returns have been greater if a 
little livelier copy were used— 
something like that which used to 
appear in the Hartford Globe? 
TURKISH BATH HOTEL. 

Shower Bath 25¢. Shampoo Bath 
50c. Turkish Bath $1. Sleeping rooms 
$1 a day, with privilege of shower bath 
and plunge bath. 

Sleeping Room and Turkish Bath 
1.50 a day. 

When fon want a Bath go to a Bath 
House. 

LOUIS M. GOODWILL, Manager. 
Harrisen Building, Augusta, Ga. 

When you print a conundrum, 
always put it in the puzzle column 
and print the answer, because some 
people won’t take the trouble to 
write for it. There may be some 
excellent reason for handing out a 
line of foolishness like this in the 
advertising columns of the Kansas 
City Journal, which presumably 
doesn’t swap space for doughnuts 
or cordwood, but it anybody knows 
just what that reason is, he cer- 
tainly didn’t discover it from read- 
ing this ad, which mixes chiropody 
and real estate and leaves the 
reader in doubt as to “The Red 
Head’s” adcress, even if he were 
consumed with a desire to write 
that blond gentleman to ask 
“What’s the answer?” Won't 
somebody please send the key or 
diagram that goes with the ad, to- 
gether with the address of the ad- 
vertiser who, seemingly, doesn’t 
care how he spends his money so 
long as he gets the hateful stuff 
out of his sight? 











A foot of land never needs a chirop- 


odist. Cut out the discomfort and grin 
as tho’ you had a life license to laugh. 
Can’t all be landholders, but you write 


THE RED HEADS. 
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This Seems an Exceptionally Strong 
Argument for a National Bank with a 
Savings Department. 


> ye 
Who Wins? 

The race is not always to 
the swift and discretion in 
financial matters is the bet- 
ter part of valor. 

Abnormally high rates of 
interest mean abnormally 
large risks—invariably. 

Safety is the first and | 
greatest consideration. 

Ours is a National Bank 
with a savings department. 
Savings deposited with us 
are absolutely secure—safer 
than they would be in any 
other place _ outside the 
Treasury at Washington. 

Every year we add 3 per 
cent interest to your de- 
posits. 

This 3 per cent, with 
absolute safety assured, rep- 
resents the best form of in- 
vestment in the world. 

Your savings should be 
placed with us without de- 
lay. If out of town, bank 
by mail. We will send you, 
free, full details of our 
method of mail banking. 

One dollar or more will 
open an account with us. 

Do it now 


ieee Deets 
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Savings Department, 
Twelfth and Main Streets. 
Richmond, Va. 
Capital $300,000. 
Surplus and Profit $825,000. 








A Good One For Coal, 


Who 
Pays 





For It? 


Ever notice when your 
coal bin is nearly empty 
what a lot of dirt there was 
when you got to the bottom 
of the coal? Ever notice 
when coal was put into the 
bin what a lot of dirt there 
was on top of it? — All 
counted in the “weigh.” 
Ever think who pays for it? 

Moral—Buy “our coal” 
and keep the dirt out of the 
coal bin and more money in 
your own purse. Every 
ump of “our coal” is a 
lump of heat—no dirt, no 
waste. One trial makes a 
permanent customer. Tele- 
phone 617-2. Prompt deliv- 
ery. 

FRAYER & FOSTER, 
Hartford, Conn. 











This is Ver 
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Why Hasn’t Somebody Thought of This 


Before? Good Scheme. 








Women’s 
” World's Fair 
Oxfords 


They have rubber heels. 

Heretofore it was neces- 
sary to buy oxfords with 
leather heels, detach them 
and aftach the ‘heel of rub- 
er. 

A bright shoemaker said: 
“Why not put the_ rubber 
heel on when making the 
shoe?” Certainly. 

Rather think we're the 
first to show rubber heels 
on oxfords from stock, and 
also rather think women will 
appreciate the fact. 

Rubber heeled shoes are 
highly favored by women of 
stoutish build, and there’s 
no denying they are delight- 
fully comfortable for any 
woman who tramps over- 
much. 

Splendid to take along to 
the St. Louis World’s Fair. 

This oxford with rubber 
heel is made of dongola kid, 
with tip of same, neat ful! 
toe, medium weight, welted 
sole. Sizes 3 to 7, widths 
A to E. 

ihe price is $3.00. 


JOS. HORNE CO., 
Pittsburg. 











tomobile Ticket” ts Good For. 


y Good, but it Might Have 
Been Well to Explain What the “Au- 





OH, FOR A 


Surf Bath! 


We have the things which 
make it possible and prac- 
tically brings the sea shore 
home to you, where you can 
enjoy the exhilarating Salt 
Bath without leaving the 
ony. A é POUND BOX 
oO MERMAID SEA 
SALT FOR 2sc. 

We also carry bath tab- 
lets, bathing caps, bath and 
toilet soaps, bath brushes, 
bath mats, etc., and at 
prices about one-half what 
you have usually paid. See 
our window display of this 
line. Don’t forget that this 
is the only drug store in 
the city that gives an auto- 
mobile ticket with each soc. 
purchase. Our minute mes- 
senger service will carry 
your smallest order to any 
part of the city without ex- 
tra cost. 


JACOBS’ PHARMACY, 
of Montgomery, Ala. 
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How Much Better it is to Advertise a 


Few Articles Specifically, 


Than 


to 


Generalize on Your Whole Stock in 


Small Lines. 





Ask to See 
These To-day. 


Ask to see the line of ex- 
uisitely designed Crystal, 
Rioral and Gold decorated 
Lemonade Sets that we are 
offering at 75¢. These sets 
consist of Pitcher, six 
Glasses and Tray. 

Ask to see the cute and 
retty ‘Pig’? Savings Banks. 
They will make the young- 
sters scream with delight 
and cost only sc. and roc. 
each. 

Ask to see the line of 
Crystal Cologne Bottles 
which we are closing for 6c. 
each. These are elaborate 


affairs, and have a rev 
Filagree Silvered 

we've sold them right a 
at 25c. each. 


Ask to see the China Ice 
Cream Dishes which are 
now going at 4oc. per set of 
six. These are beauties— 
Floral—Gold—and all _ that 
-= of thing. 

Ask to see the very new 
line of Umbrella Stands— 
they’re going as low as $3 
each. 

REGNIER & SHOUP 
CROCKERY CO., 
110-112 North Fifth St., 
St. Joseph, Mo. 








Frills—Just Plain, Sensible, 


fidence-Commanding Statements. 


Con- 





We're 
Upholsterers, 


We’ve been so busy in our 
upholstering department that 
we have not called it to your 
attention during the spring 
months. We are cleaning 
up back orders and will be 
in a position to meet your 
needs promptly in the fu- 
ture. 

It’s our business to make 
your old furniture look like 
new, to be like new, or bet- 
ter, for many an old frame 
is better than the ones made 
nowadays. 

We have an expert cabi- 
net worker and finisher on 


antique furniture. How 
about your hair mattress? 
We will make it over and 


return 2 same day. Esti- 

mates fre 

HILL WELCH & CO., 

Oxford St., 
Lynn, 


Munroe St., 
Mass. 
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These are progressive plumbers; but ip 
seem worth while to make more 
noise about those five bath rooms and the 
big stocks of fixtures. 


The 


the Whole Story, 
Explanatory 








— 
If This Catches 


Your Eye 


And you will spend ten 


minutes in our beautiful 
Plumbin and Lighting 
Show ooms, “the finest 
in the Southwest,” you will 
see something ou never 
saw before. ouston is 
rogressing, ana we are 


eeping up with her pro- 
ress. Don’t take our word 
or it. Come in and see 


KEITHLY, HODGE & 
COMPANY, 
Plumbers, 


915 Capitol Avenue, 
Houston, Texas. 


50 new styles of Gas and 
Electric Globes just in. 15¢. 
to $1.50. 

Five bath rooms complete. 

150 styles of Lighting fix- 
tures. soc. to $75. 00 
candle power Welsbach Gas 
Lights. 








Display in this Ad Tells Practically 


With Just a 


Lines for Those 


Few 
Who 


are Interested Enough to Read Them. 











Odd Pairs of 
Lace Curtains; 
Half Price. 


This is an offering of 
Lace Curtains in one and 
two pairs of a kind. You 
will certainly find the style 
you wish among them, as all 
are perfectly correct and 
represent a great number of 


lines. Irish Point, Ruffled 
Bobbinet, Ruffled Swiss, 
Cable Net, Arabian and 


Renaissance, together with a 
splendid assortment of fine 
novelty curtains. 


Nevertheless, they are 
small lots—not over two 
pairs alike—which we are 
always anxious to sell, as is 


manifest in the price to-day: 
One-half what pia sell for 
regularly. Former 
$1.50 to $10.00 pair; 
sale 75c. to $5.00 pair. 
Regular lines of Lace 
Curtains also offer rare buy- 
ing-chances this week. 
DAVISON-PAXON- 
STOKES CO., 
Atlanta, Ga. 


prices 
this 
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Like a Green 


Aside From Starting a Little too Much 
grocers Ad Ad, This is Very 
Good. Perhaps “What Are 
Going To Put. the Berries Jn 
“Put the Berries In These,” 
Have Made a Better Head. 


Would 





Berries for Dessert, 


of Course. 


They will be the best part 
of the dinner for months to 
come, and if properly serv- 
ed in Crystal, with the ripe 
luscious fruit showing thro’ 
the clean sparkling glass— 
will prove far more tempt- 
ing and appetizing than 
when served in China. 
You'll find a_ beautiful dis- 
lay of new Berry Sets and 

owls on sale here to-day— 
enough to make you berry 
hungry when you see them 
and the prices are about 
one-half the usual. 

Beautiful thin etched 
Berry Bowls in two sizes— 
with cut star bottom—very 
thin and clear—75c, $1.00, 
$1.25, $1.75 from $1.50, 
$2.00, $2.25 and $3.00. 

Colonial pac Sets in 
heavy and polished glass— 
consisting of bow! and set 
berry dishes—very new 
and pretty at 60c. 75c. and 
$1.00 from $1.00, $1.50 and 
$2. ad set. 

pint Crystal Cream 
Pitchers to match sets— 
regular price s50c., to-day 


30c. 
Lemonade Tankards like 
above, soc. from 85c. 
BRINSMAID’S, 
Des Moines, Ia. | 





All O. K. 








Men’s Imported 
Bath Robes, 


WORTH $8.50 TO $12.00, 


at $5. 


A German manufacturer 
who makes a specialty of 
high-class Bath Robes has 
sold us his entire sample 
line at ,such a big discount 
that we’re able to place the 
robes on sale to-day, in 
many cases at less than the 
cost of importation. They’re 
oz the finest Terry Cloth in 
a large variety of colors and 
exclusive patterns. If bought 
in the regular way thse 
robes would cost $8.50 to 
$12, but this lot of samples 
will go at $5 each. 


S. SNELLENBURG & CO., 
Philadelphia. 
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Good Headlines, but “The Cost is But 
Little’ Isn’t At All Satisfactory to 
Those Who Want to Know Just What 
the Cost Is. 


An Outing 
Without a Kodak 


Hunting 
Without a Gun 


or fishing without a hook. 
Kodaks are better every 
year—do more things and 
work easier. Every kind 
here, all the supplies and 
requisities for every part of 
| making. he cost 
ut little, if you so choose. 


C. L. RUTH & SON, 
Jewelers—Opticians 
| Montgomery, Ala. 











For a Savings Bank. 





A Present Every 
Day 


If you have money in a 
savings account it is like 
getting a present’ every day, 
for every day interest mon- 
ey accrues to you. 

Hundreds’ are __ getting 
ahead through the opportun- 
ity of placing their savings 
in safety, offered by our 
Savings Department. 

We invite you to join 
them. We pay 3 per cent 
on savings. 


COLONIAL TRUST CO., 


Capital and surplus, 
$410,000. 


Reading, Pa. 








Quite Comprehensive. 





75, for $1 Velvet 
Carpets 


Full rolls—as much or as 
little as you want for your 
room. You don’t have to 
buy odd lengths and rem: 
nants to secure this large 
reduction. 

Fourteen patterns to 
choose from; all of them- 
new this ores and every 
one with 4 border of 
stair piven to match. 

The colors are bright; 
floral and rug designs; some 
in self-colored patterns. 

Our regular standard $1 
a yard carpet for 75c. 

JOHN WANAMAKER, 

Philadelphia. 
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Special Issues 


of 


Printers’ Ink. 


For the main purpose of securing new subscribers to the 
Little Schoolmaster the following special editions will be 
issued on the dates stated: 


August 31, 1904, PRESS DAY, AUGUST 24, 


Municipal Advertising 


This special issue goes to about three thousand five 
hundred Boards of Trade and Mayors of Cities in the United 
States and Canada (in addition to the regular issue), and it 
will contain:new and interesting features of what is done 
and can be done to develop, improve and promote the in- 
terests of States, sections of States and cities through the 
power of modern advertising. 

The Little Schoolmaster will attempt to demonstrate that 
the newspapers and magazines are the mediums par excell- 
ence in which money for that purpose should be expendec. 

This country has a wealth of water power, sites for 
factories, sites for industrial settlements of all sorts, sites for 
tourists and permanent settlers which are now in an un- 
developed state. Systematic advertising will make these 
riches known to the the right parties—and the public press 
should be the chief medium. 





September 7, 1904, Press Day, August 31, Department Stores. 





September 14, 1904, Press Day, September 7, Mail Order Houses. 





September 28, 1904, Press Day, September 21, Real Estate. 





October 12, 1904, Press Day, October 7, Trade Journals. 





October 26, 1904, Press Day, October 19, Banks and Financial 
Advertising. 











